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Rough Proofs 


“Keep ’em happy with mail,” is| 
the slogan of the new Hallmark | 
greeting card radio show, but the 
experts say it’s even easier to keep 
‘em happy with females. | 


i 


There’s plenty of cheese and) 
other dairy products on hand, even) 
after taking care of all lend-lease 
requirements. Now those Wiscon- 
sin cows have a right to feel con-| 
tented. 
a 

New York City’s blackout hap- 
pened at 9:30 o’clock on the eve- 
ning of July 6, but the National 
League blackout at the Polo 
Grounds occurred just two hours 
earlier. 
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Modern machines are “a benevolent 
power in the hands of a universe at 


| peace," Ford Motor Co. reminded the 


Fruehauf Trailer is putting out a 
sound-slide film to help train truck- 
trailer drivers. All most of them 
seem to need is a slightly .more 
original vocabulary. 


~~ ww we 


Jesse Jones, Secretary of Com- 
merce, calls advertising “the great 
commercial information industry.” | 

For the best current definition, | 
Mr. Secretary, go to the head of the 
class. 

v v v 


A women's club leader says 90) 
per cent of the kids like “Gang 
Busters” and similar radio pro- 
grams, but she thinks they should 
be ruled off the air. Wonder if she 
ever read “Treasure Island.” 


7 Vv F 


ADVERTISING AGE talks about the 
proposed postal rate raise, while 
fancier publications refer to it as a 
rate rise. You pays your money 
and you takes your choice. 


>, ¥ F 


Pictures showing girls riding 
around in Army jeeps, says a War| 
Department public relations expert, 
are not suitable for advertising or 


publicity material. Not even if 
they pick the right girls? 
7 = 6} 
War production plants may be 


required to furnish vitamin rein- 
forcements to their employes if a 
New York state legislative commit- 
tee has its way. Looks as if Sunny 
Jim’s Force was advertised a gen- 
eration too soon. 


= F 


The radio hearings before the 
House interstate commerce com- 
nittee have made at least one 
mportant cultural contribution. A 
lot of people have learned how to 
pronounce “exclusivity.” 


vfs iy? 


The Ins.itute of Life Insurance 
rges the public to avoid sickness 
nd accident to relieve the strain on 
verworked doctors and nurses. 
All in favor say “aye.” 


~~ + 


Senator Happy Chandler of Ken- 
tucky isn’t as happy about that 
Swimming pool built for him by 
ving friends down in the Blue- 
ass as he thought he was going 
to be. 

v v v 


They’re trying to reform news- 
paper selling methods so the boys 
Won't be so rough competitively. 
But the successful representatives 
Will still remember to ask for the} 
order. 


Copy Cus. | 


nation last week in this large-space 
newspaper ad. Maxon, Inc., is the 
agency. 


Anti-Advertising 


Fears Allayed by 
Government Steps 


Promotional Efforts 


Show Value of Field 
in War Campaigns 


By A. P. MILLS 
Washington, D. C., July 8.—Ad- 
vertising’s relations with govern- 
ment have apparently turned for the 
better in recent weeks, a roundup 
of capitol developments revealed 


this week, both with respect to the’ 


allaying of suspicion previously ex- 


isting among many advertising lead- | 
ers as to the government’s attitude | 


toward advertising, and the realiza- 
tion on the part of government of- 
ficials that the promotion world can 
be put to work to help win the 
war. 

The Department of Commerce, 
through its various spokesmen, has 


Broadcasters Seek 


Showdown on AFM | 


Transcription Ban 


NAB to Weigh 
Petrillo Edict at 
Chicago Meeting 


New York, July 9.—Battle lines | 
for a conflict as dramatic, if not as 
long, as that between the broadcast- 
ing industry and ASCAP, were 
shaping this week as recording com- 
panies and stations prepared to take 
to the public their answer to the 
American Federation of Musicians’ 
ban on recordings by any of its 


140,000 members, effective July 31. | 


The board of the National Asso- | 
ciation of Broadcasters will meet in 
Chicago July 15 and 16 to consider 
the problems which face the hun- 
‘dreds of small stations that depend 
upon transcriptions and recordings 
for the bulk of their programming. 
| James C. Petrillo, president of 
Food this week gave the first pub- 


| 
: bys | 
| lic statement of his position since | 


he notified recording companies of 
the impending cancellation of their 
recording licenses two weeks ago. 


Seeks Musician Jobs 


Mr. Petrillo pointed out that 550 
|}of the 800 stations in the country | 
employed no union musicians, and | 
that 8,00¢ to 9,000 musicians could | 
be empic,yed in restaurants, night | 
| clubs and other locations that now | 
rely on juke boxes. Admitting that 
members of the AFM received | 
$3,000,000 annually from recording | 
royalties, he emphasized that they 
were losing $100,000,000 in potential 
|employment because of “canned 
music.” 

Manufacturers of records for 
home use affected by the ruling in- 
clude Columbia Recording Corpora- 
tion, spending approximately $200,- 
000 in magazines and newspapers; 
RCA-Victor, with a total advertis- 
ing budget of approximately $400,- 
000, and Decca Records, Inc., a large 
cooperative newspaper advertiser. 

(Continued on Page 29) 


been insisting for some time that) 


the widespread belief that many 
important government officials are 
fundamentally anti-advertising is a 


MORALE-BUILDER 


>» 
“oo a 


££ 


The Sands are running out for the Sowers of Hate 


CONSOLIDATED builds Battleships of the Air S nal 
Stressing the importance of employe 
morale, Consolidated Aircraft Corp. re- 
leased initial copy last week in its first 
general advertising campaign. News- 
papers of 14 cities are on the list. 


‘Consair’ Bomber 
Campaign Breaks 
in 12 Key Cities 


San Diego, Cal., July 9.—Consoli- 
dated Aircraft Corporation this week 
released its first general advertising 
campaign, which broke with full 
pages in the newspapers of 12 key 
cities from coast to coast, and terri- 
tories in which the company’s B-24 
Liberator bombers are being pro- 
duced. 

The general morale - building 
character of the campaign is key- 
noted by the headline, “The Sands 
are running out for the Sowers of 
Hate,” in the first full page, which 
promises vengeance to the Axis 
from an “aroused, armed, and fight- 
ing mad” America. 

Informal copy pays tribute to 
Douglas Aircraft and Ford Motor 
Company for their part in produc- 
ing the “Consair’ bombers, and 
stresses the fighting advantages of 
the huge, long-range bomber, re- 

(Continued on Page 29) 


Last Minute News Flashes 


myth, and the evidence seems to | 


support this contention. 

President Roosevelt’s letter to the 
recent Advertising Federation of 
America convention, saying that ad- 
vertising can “have a worthwhile 
and patriotic place in the nation’s 
total war effort,” was perhaps the 
most significant piece of evidence, 
but it merely climaxed others pre- 
viously on the record. 


Treasury Clears Air 


The Treasury Department has 
long represented a question mark 
insofar as advertising has been con- 
cerned, but the fog seems to have 
lifted to a considerable degree of 
late. Secretary Morgenthau’s recent 

(Continued on Page 33) 
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‘Chicago Sun’ Circulation Revealed; Rates Reduced 
Chicago, July 10.—Initial audit of Chicago Sun circulation, covering 


the period from the first issue, Dec 


*. 4,°1941, through March 31, 1942, 


today disclosed a net paid average of 303,288 daily and 511,505 Sunday. 


A supplementary audit for the first 


six months of 1942 showed 277,083 


daily, with 238,618 in city and suburbs, and 450,835 Sunday, with 283,867 


in city and suburbs. At the same ti 


me, the Sun announced a voluntary 


rebate of 7.64 per cent on all advertising during the first six months of 
1942 because daily circulation during that period was below pre-publica- 


tion estimates by that amount, and a 
tive July 1, 1942. 
compared with the previous 40-cent 


reduction in advertising rates effec- 


The new national rate is 37 cents flat, daily or Sunday, 


rate. 


Graphic Arts Group Plans Promotional Drive 


New York, July 10.—In an effort to halt steadily declining volume, the 
graphic arts industries today undertook a $100,000 fund-raising drive for 


a campaign to stimulate demand for 


essentiality of printed material in the 


research, and $35,000 for direct mail. 


» war effort to be stressed. 
tative budget calls for $23,000 to be spent in business papers, $30,000 for | 


printing and lithography, with the 
The ten- 


Edson S. Dunbar, advertising man- 


ager, Crocker-McElwain Company, Holyoke, Mass., heads the industry- 


wide promotion committee. 


Socony-Vacuum to Sponsor News Commentary 

New York, July 10.—Socony-Vacuum Oil Company will sponsor Ray- 
mond Gram Swing’s news commentaries four nights a week over 140 
Blue Network stations, starting Sept. 28. The program will be heard 


from 10 to 10:15, EWT. 


Elizabeth Arden Account Goes to Maxon 


New York, July 10.—Maxon, Inc., 
Elizabeth Arden account. 


was today appointed to handle the 


Newspapers and magazines will be used to 


promote the cosmetic maker's products. 


Houdry Process 
Carries Rubber 
Fight to Public 


Aggressive Copy 
Offers Solution to 
Synthetic Production 


| Wilmington, Del., July 8.—Carry- 
ing its story direct to the consumer 
\for the first time, Houdry Process 
|Corporation this week launched an 
aggressive newspaper campaign, 
using full pages in support of the 
{claim that the “Houdry catalytic 
process will provide synthetic rub- 
| ber quicker, cheaper and in greater 
quantity than any other petroleum 
process.” 

The undercover 
apparently inspired the vigorous 
Houdry copy broke out into the 
}open in Washington, when Eugene 
| J. Houdry, inventor of the process, 
| charged that war agency officials 
jare not giving his development the 
jattention it deserves. The Rubber 
/Reserve Corporation and the War 
|Production Board both claim that 
‘the process has not been sufficiently 
developed to merit government con- 
sideration, he said. 


conflict which 


Turned Over to Phillips 


Rubber Reserve spokesmen coun- 
jtered by pointing out that the 
Houdry formula has been turned 
over to Phillips Petroleum Company 
for investigation, before proceeding 
|with the construction of a _ buta- 
diene unit which is being financed 
| jointly by Phillips and the RFC. 

During the course of his discus- 
sion, Mr. Houdry revealed that Sun 
Oil Company, which owns one- 
third of the process, has applied for 
authorization to build a 50,000-ton 
butadiene plant. 

Insertions started Monday and 
jcontinued Tuesday and Wednesday 
in the New York Times, World- 
Telegram and Wall Street Journal; 
Philadelphia Inquirer and Record; 


Washington Post and Star; Pitts- 
burgh Sun - Telegraph; Chicago 
Daily News and Tribune. Roche, 


Williams 
jagency. 

Opening insertion in the drive as- 
serted: “Houdry has it... the key 
to synthetic rubber is butadiene.” 
The second message informed con- 
sumers, “Here’s the fastest, cheap- 
est way to get rubber from petrol- 
eum.” 


Enough Rubber for All 


In today’s ad, Houdry went into 
considerably more detail about its 
process and applicability to the cur- 
rent rubber crisis. A banner head- 
line read, “The American 
has a right to know the truth about 
synthetic rubber.” Copy declared 
that 15 standard-size Houdry pro- 
cess plants “will produce enough 
butadiene to provide a million tons 
of synthetic rubber a year (as much 
rubber as, it is estimated, was con- 
jsumed in the United States during 
/1941).” 

Houdry further asserted that these 
15 plants would require not more 
than 180,000 tons of steel, “from 
one-third to one-half less than re- 
quired for the next best petroleum 
process.” The resulting saving of 
steel would be sufficient to supply 
steel plates for more than 150 de- 
stroyers, or 3,000 medium tanks, or 
100,000 jeeps. Given suitable pri- 
orities on materials, the ad con- 
tinued, Houdry plants can be built 
in nine months—at least four months 
sooner than for any other petroleum 
process. The plants would cost about 
}$12,000,000 each, “‘saving millions of 


& Cunnyngham is the 


public 


ae ae Spe a PART Sey ae yg Seibgens ip tls fd « : Bry ae NG Ae Se Mp s ee UN eee CL a de ee me ee Tee ee 
- on gaa e - ( igh ; ae hte sa . 5 oe _ ete fag Na: oe Ry oe | “Sie. ‘ Cet Pe ee ft Eon C us a a = ee: cs u ae a 25 cS a 
4 reg ; 3 i : ea - = 7 : = vy ite . bs = 7 dle * : é Sub ca nee ees ii a i P i fee a) rae 
fECHNOLOGY DEPT. *ON ies 
% ear O SMR = i 
12 as is 
= ce i a 
~ meena ae Ay , 4 rie 
’ " , q < ae ae * 
7 t * = 
b 4: 3 Sx ss ; | 
x - 4 ; ee 
7 mos > . 2 
ee F ak 
LO iS: oO), 18 ee 
— are = 
ee , . 7 . 
LL ‘ 
Pl FS ee 
tt 
—— Po 
Po i 
| rn P 
“Lea . mf Bie he 
= \ laos | ~ —J 4 rac 
| mate ae leet Le ees See - cule 
ee ee | = hs 1y SMa 
Sa we i &.. salle . 
ie a o- ee :  - - 
— oe | ee | 2" ae 
Se ak ae itil . 
ee” cee aN Coa ’ es 
af ¥ ; ‘ Nes << “33a, Be - fl v* a — 
TY ro : ln Se, : il , * : ye *aF 
° : f+ s- | > ~ _ \ 7 ; | 
rf : “a Een. oe, 
There's a great day coming! | pie i 2B , 
AEE 
| oe pt yd 
SS ==" ee 
= SSS . 2 een : 
| ===> acon ee a set t. 
einen A : > soe i 
| == sass —— << 
— -—-| ae 
as Be wail — 
Po ot 
ee ” “a 
' . 7 
po 
; 7 
» iy 
re 
a ; 

4 ah 

a i 

“gle. “ 

PC —C—CSCC‘“‘(‘(‘(‘(CC*d . 4 ee 

; a 

a : 
a ae: 
2 
a. é 
— oOo ee Lo 
ee 2 ae 

a (Oe 

| — we: 

ai 

a .- 
ree pide 

eg ace 

PC ee f . 7 
———EE ee a 

a 

er 

ee - 

| 4 7 
ee ce. 

_| eee J 
— 

Wie < 
eee Wa Sg ee Ne Ee sees ke 8 Ree a aby «ean as 2 a ee gt « Nie oe ae ee eee mas : ee ; ah 3 oe.  caagcl aes: 
ninth 5 a ee | Sa a a RR bags” eee tee, ara oe Ne Sete eee ay ee) Se i > fe Sl a 2 i fe cde sae gs Phe a OE ee ek er ee AN ee ee ack ek ee pe ee tne ee a, e Ng gE a MS uae es _ a a 
ee a hs lic. 04 be cf aaa n cls week rod Beta. one Es , y me, Sa ee, - an a ae ek oa ae” i e7 ae pros y J ° et ee te ge pean Pe. i ey ae i ts ae ae Tne Dees eye Pe de aa eat’ sete 5 8 

ee . i ie "fs ae ae date Se ie, ape aed ae FR é ei 2 ~ SAGs a ‘rend i, ng toes = c4 7 eel 4 er eet a Bae et Ree Seas ee ha oe Pea ees oF 
fo = %. ve = jt te ay. = 5 eee <2 lead ST Ob eee ee be a: ! oa é oe ‘rie, - ‘e = 2 Pie & es tao a “ a Boy i “se &.. 3 - pi . “hy ab 


1942 


dollars as against the cost of buta- 
diene plants using other petroleum 
processes.” 


No More Import Worries 


Pointing out that adoption of the 
Houdry process would hasten the 
day when American motorists can 
again have rubber tires, in addition 
to releasing the country “forever 
from dependence on natural rubber 
from foreign sources,” the message 
wound up with this offer: 

“We are proud to offer the Houdry 
catalytic process to any and all 
American manufacturers, without 
restriction and at nominal royalty 


rates approved by the United States | 


government.” 

Beneath the Houdry signature 
were listed five companies now 
licensed to produce 100-octane avia- 
tion gasoline by the Houdry process 

-Gulf Oil Corporation, Socony- 
Vacuum Oil Company, Standard Oil 
Company of California, Sun Oil 
Company and Tide Water Asso- 
ciated Oil Company. 

The Houdry name cropped up in 
consumer advertising in the fall of 
1939, when Sun Oil Company 
launched a campaign in 350 news- 
papers from Maine to Virginia, and 
over an NBC network, hailing the 
advent of a “revolutionary process” 
used in the production of Sunoco, 
“the new miracle of gasoline chem- 
istry.” The development of a French 


engineer, 


the technique was de- | 


ADVERTISING AGE 


jscribed as “a great discovery that) 


/'may antiquate present refining pro- 
| cesses.” American rights to the 
|process were understood to be 
ishared by Sun Oil and Socony- 
| Vacuum. 
Called “Well-Established” 

The use of the Houdry process in 


|synthetic rubber manufacture is de- | 


scribed as “a new and simplified 


application of the well-established | 


process, by which well over a bil- 
lion gallons of gasoline are now be- 
ing produced per year.” 

Although the three insertions this 
week wind up the first phase of the 
|Houdry campaign to impress con- 
|sumers as well as governmental 
‘officials that this is the answer to 
the rubber crisis, indications were 
that additional copy may follow. 


_‘NEVER MIND THE 
SOURCE,’ STANDARD SAYS 
Chicago, July 9.— Standard Oil 
Company of Indiana, pointing out 
that it is working with petroleum- 
processed synthetic rubber at the 
request of the government, this week 
added its voice to those demanding 
that synthetic rubber production get 
under way, regardless of the source. | 
In large-space copy placed in 1,800 | 
daily and weekly newspapers in the 
14 states served by the company, 


Standard said: | 


fh Tie Keg fo sguthotte 
+ BUTADIENE 


over any other petroleum process! 


BP Ter Hoven Process Conronation 


FRANK TALK ON A CONFUSED SUBJ 


it is the main ingredient of the best 
synthetic rubber. The Houdry Process 
will produce it in greater quantity, in o 
i shorter time, saving millions of dollars 


mM 
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ECT—SYNTHETIC RUBBER 


AMERICA NEEDS RUBBER 


July 13, 


“rubber 


AND STANDARD OIL 
COMPANY (INDIANA) 


Rubber let's get «. Fast and plenty of it! No 
matter who makes it or what it's made from’ 


The Houdry Catalytic Process will provide 
synthetic rubber quicker, cheaper and 
in greater quantity than 


As government agencies and Congress argued over sources of synthetic rubber, Houdry Process Corp. and Standard Oil Co. 


of Indiana spoke out last week in paid space. 
"the fastest, cheapest way to get rubber from petroleum.” 
states, declared: “Rubber . 


Standard of Indiana, 


. . let's get it . . . no matter who makes 


Houdry took full pages in 10 metropolitan newspapers to claim that it has 


using a list of 1,800 newspapers in 14 
it or what it's made from!" 


“We want to see America get the 
rubber it needs ... in the quanti- 
ties required ... in the shortest pos- 
sible time, whether it is made out 
of petroleum, dandelions, guayule or 
sawdust. The main thing is to get 
the rubber!” Mindful of the farm- 


ONE OF A SERIES FEATURING THE MEN AND WOMEN WHO MAKE SONOVOX SERVICE 


Born Lynchburg,  Vir- 
ginia. B.A, from Hollins 
College. Postgraduate 
courses in drama and 
writing at William & 
Mary College. Studied 
for the stage for two 
years with Mme. Dayk- 
harhanova, Summer 
stock, Appeared in sev- 
eral Broadway plays— 
among them “All the 
Living”. Free-lance radio 
actress since 1939. Dur- 
ing 1940-41 wrote and 
acted a fifteen-minute 
daily strip for children, 
“Tink, Beetle and 
Mouse”. Joined Wright 
Sonovox, Inc., in August, 
1941, 


Introducing SALLY THORSON— 


Sonovox Producer! 


One day back in 1941, some acquaint- 
ance of ours telephoned to say he was 
bringing a friend up to see a Sonovox 
demonstration—a girl who had done a 


sub-human creatures indulging in hu- 


man conversation—cows talking, dogs 
speaking, birds singing. Then we 
thought of putting words into the 


ers in the company’s trading area— 
the same farmers who elected the 
representatives comprising the farm 
bloc in Congress—the copy con- 
tinues: “Much has been said about 
making rubber from alcohol derived 
from farm crops. We do a great 
deal of our business with farmers. 
We should like to see them having 
a hand in supplying the raw ma- 
terials for rubber.” 


To Operate Gary Plant 


| The advertisement spoke of the 
;government’s request for Standard 
to enter the synthetic rubber field, 
and revealed that SOI will put a 
plant into operation at Gary, Ind., 
sometime in 1943. The plant will 
| produce butadiene, one of the prin- 
cipal ingredients of synthetic rub- 
ber, and the company states that 
negotiation is being carried on with 
the government to supply the Gary 
|plant with a part of the petroleum 
|/raw materials required. ‘“Neverthe- 
less,’ the company declared em- 
phatically, “‘we urge a ‘green light’ 
and all speed for any other prac- 
ticable method of making synthetic 
| rubber.” 
McCann-Erickson directs the ac- 
| count, 


Morton Dramatizes 
Importance of Salt 
in New Campaign 


Chicago, July 9.—Dramiatizing the 
role of salt in wartime living, 
Morton Salt Company this week 
released a new large-space adver- 
tising campaign to newspapers in 
major markets’ throughout’ the 
country. 

Headlining the copy is the nutri- 
tional theme, with the U. S. official 
food rules prominently displayed 
along with a striking eagle. The 
lower half of the 1,000-line adver- 
tisement is headlined, “You’re right, 
Uncle Sam, and salt is vital to 
food.” 

Subsequent copy and illustration 


Second Class Rate 
Boost Dropped by 
House Committee 


Washington, D. C., July 9.—The 
| proposal to saddle publishers with 
| substantially increased second class 
|mailing costs has been dropped from 
the pending war revenue bill by the 
|House ways and means committee, 
on recommendation of Postmaster 
|General Walker. 

Asserting that “there has long 
been an historic policy of encour- 
aging by low postal rates the dis- 
semination of news and information, 
}and the extent to which this policy 
has been successful must not be 
minimized,” Mr. Walker suggested 
|that a thorough study of the whole 
|postal rate system be undertaken 
|before any changes are instituted. 

The plan for raising new reve- 
nue, offered by the House commit- 
tee a few weeks ago, would have set 
new mail rates for all newspapers 
and other periodicals, with the 
exception of country weeklies, in 
order to wipe out a $78,000,000 
;annual deficit. 


Wood Is Acting Pres. 

| Gen. R. E. Wood, chairman of 
the board of Sears, Roebuck & Co., 
will act as president of the company, 
replacing the late T. J. Carney. 
General Wood will also continue to 
serve as board chairman. 


New Kingsport Daily 

The Kingsport News, a morning 
| daily, will appear sometime in July, 
published by the Kingsport Publish- 
ing Company, Kingsport, Tenn. The 
afternoon Kingsport Times is pub- 
lished by the same company. 


NEW HAVEN 
is TALL! 


lot of radio writing and producing. The 
girl turned out to be Sally Thorson. 
She came, she heard, and immediately 
began to pour out so many good ideas 
that we asked her to join our production 
staff. Now Sally is our Chicago Pro- 
duction Director, and doing a swell job 
of it too. Who said it’s a man’s world? 


Now that “talking and singing sound” 
has become so well established in radio, 
it’s interesting to look back at the early 
beginnings of our Sonovox experiments, 
and to see how the thing has broadened 
out. At first our only idea was to have 


“voices” of machines—dynamos, auto- 
mobile engines, ete. Now we've found 
that some of our most startling effects 
are just musical sounds or plain talking 
noises which the listener can’t identify, 
but which gather up an_ inattentive 
listener's attention like a magnet gath- 
ers iron-filings! 


How would you like us to think up a 
startling effect that will hold your 
listeners to the important parts of your 
broadcasts? It can be done—with 
Sonovox! Write to any of the offices 
below, and we'll prove it! 


show salt’s part in the production | 
of milk, in raising livestock, in| 
preserving meat and fish, in the 
seasoning of vegetables, eggs and 
|cereals, and as an aid to various | 
|industries. “There will be no salt 
| shortage in America,” the copy 
| promises. 

Besides the newspaper promotion, 
|Morton will release magazine and 
| grocery trade paper campaigns, and | 
|'extensive point-of-purchase mate- 
| rial has been prepared. Grocers are | 
being urged to display Morton’s salt | 
with all “victory foods.” J. Walter | 
Thompson Company is the agency. | 


Leaves Belnap, Thompson. 


CHICAGO: ihe \. Miuchiean 


Franklin 647% Plaza $-4141 


NEW YORK: 05> Part Ave 


“Talking and Singing Sound” 


SAN FRANCISCO: 


Sutter 44555 


t Sutter 


HOLLYWOOD: 55:2 \. Gorden 
Gladstone 3949 


2 WRIGHT-SONOVOX., INC. 


CHICAGO .... NEW YORK... . HOLLYWOOD 


“FREE & PET ERS, INC., Exclusive National Representatives 


ATLANTA: 522 Palmer Bidg 
Main $667 


| Douglas E. Thompson, vice-presi- 
|dent and co-owner of Belnap and 


| Thompson, Chicago sales promotion | 


jagency, has withdrawn from the 
organization. Mr. Thompson was in 
charge of the creative and promo- 
tion branch of the business. 


Williams Named V. P. 


Lynn A. Williams, Jr., secretary 
of Stewart- Warner Corporation, 
| Chicago, and head of the company’s 
legal department, has been elected 
a vice-president of the corporation. 


| Eli Whitney of ..w Haven, inventor 
of the cotton-gin, began life as a re- 
pairer of violins and was the inventor 
of the first machinery to manufacture 
nails. In 1798 Whitney made 10,000 
muskets for the U. S. A. at $15.40 
each. In 1801 Jefferson wrote Madison 
that a New Haven man had machinery 
that made parts for 100 guns when 
mingled and then assembled, each pat 
fitted one gun as well as the other. 


Che New Haven Register 
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. 
) oe 
» i ow 
OF ah 
£. 
mn ee steceam Pe aa : 
: “, Interesting People” is the picture 
j section in The American Magazine each 
a re 
) Jas month... Well, in May we ran a picture 
% 
v and piece about Betty Barit, Detroit girl 
Bs: ' , 
g Pe who offered to find girls to correspond 
% 
* : , 
; < with service men and vice versa. She 
; ie? ; 
25 got so much response she had to give up 


her job and give all her time to playing 
postoflice for service men! Cute item. 
Slick picture. Good page, said the editor 
turning to next month’s I. P. section. 

Came May fifth, the coming out date 


of the May issue. Came May sixth — 


with more than 300 letters from girls 


and women who wanted to write to 


- — -_ -. -. | Sere | 


soldiers, too. More letters came every 
day — more than 12.291 to date 
and the I. P. editor has been playing 


postoffice ever since! 


Interesting People, interesting stories, 


IN THE SERVICE OF 


. the American Magazine 


THE 


The Crowell-Collier Publishing Co., 250 Park Ave., New York City... 720 Statler Office Bldg., Boston 
General Motors Bldg., Detroit . . . 333 North Michigan Ave., Chicago . . . 235 Montgomery St., San Francisco 


i | re Pe 2 peepee : a 


interesting ads get an interesting recep- 
tion from interested people... who read 
The American Magazine with interest, 
every issue, every month. These 
American Magazine readers are realists, 
interested in knowing what, and what 
for, and how and where! . . . If your 
advertising has any interest for them, 
you will hear from them quick, and in 


interesting numbers! . . 


Sucha magazine audience, including 
2,350,000 families every month—ought 
to be an item of more than ordinary 
interest to any advertiser. The cost 1s 
interesting, too . . . If interested, call in 
one of our interesting representatives. 
Ask any office, at any time. . . learn more 
about this interesting 


medium—soon! 


NATION 
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What's HAPPENED 


TO THE 
p 


War has caused a temporary dislocation of buying 
power in the building industry. Restraining orders, 


necessary to war production, have shrunk normal 
building markets. Big names among pre-war home 
builders, such as Gross-Morton of Long Island, 
McClatchy of Philadelphia, Levitt of Long Island, 
Miller or Durbin of Detroit, Mills of Chicago, Crane 
of Houston, Burns of Los Angeles, Balch of Seattle, 
and others like them have stopped normal opera- 
tions. They are either building defense houses, fac- 
tories for war industries, have joined the armed 
forces, administrative groups like the War Produe- 
tion Board, or have retired from the field for the 
duration to prepare for post-war building. 


The building industry is national in scope but local 
in application. Each community is served by a local 
building industry group, made up of business men, 
or leaders, who are creative spark plugs and who 
account for most of the building volume in their 
communities. Then there are small, jobbing con- 
tractors, and many building mechanics who help the 
leaders. American Builder is edited for and read by 
leading business men of the building industry. 


Reports from more than 700 lumber and building 
material dealers in all parts of the country show that 
up to 50 per cent of the building mechanics in many 
communities have migrated to defense areas to build 
cantonments or war plants, to join armed forces, or 
take jobs in war industries. But 80 to 85 per cent 
of the contractor-builders or business men of the 
building industry are still on the job in their home 
towns, finishing work started prior to April 9, 1942, 
engaged in war construction, remodeling, repairing, 
farm building, or preparing to adopt revolutionary 
new methods and materials that will feature post- 
war building—and what a market that’s going to be! 


Shrinkage? Sure, along with many other industries, 
but even with necessary restraints of war there still 
is a surprisingly large volume of business for the 
manufacturer of materials for remodeling, repairs, 
farm construction, or authorized new construction. 
Ingenious leaders of the building industry will 
weather the war, just as they have weathered booms 
and depressions. They will come through with all 
of their skill, experience and buying power unim- 
paired. These leaders are standing by in their com- 
munities, prepared to go after their normal markets 
the moment man-power and materials are available. 
And there is reason to believe substantial increases 
in private building can come months ahead of the 
end of the war. American Builder representatives 
| will gladly show you why. If you have a sales story 
in for the business men of the building industry, the 
Sy time to tell that story is right now, through the 
advertising pages of American Builder. 


AND BUILDING ACE 


AMERICAN BUIDDER 


Simmons-Boardman Publication 


CHICAGO, ILLINOIS 
105 W. Adams Street 


NEW YORK, N.Y. 
30 Church Street 


‘ i The World's Greatest Building Paper 


Canada’s Retailers 
Unite to Promote 
War Stamp Sales 


UL S. Poster Campaign 


Hammers at ‘10 Per 
cent’ Investment 
(Picture on Page 35) 


cial emphasis on the slogan, “Buy a 
\Stamp a Day During July,” Can- 


|ada’s retail merchants swung into | 


\full action this week in the drive 


to sell $150,000,000 worth of war 
savings stamps and certificates a 
year throughout Canada. 


sheet posters, car cards, motion pic- 
tures and other media are being 
used to support the retail drive, and 
merchants are being supplied with 
window transfers, stickers, display 
cards, etc. The campaign got under 
way here last week with an opening 
rally of leading retailers addressed 
by the Hon. J. L. Isley, Minister of 
Finance, who a few days previously 
gave Canadians the bad news that 
war costs for 1942-43 will be 3.9 
billions—eight times the pre-war 
average. More than two billions is 
to be collected by taxes, with 1.2 
billions to be raised by savings of 
individual citizens. 

The National War Finance Com- 
mittee, which is sponsoring the re- 
tail war savings drive, has invited 
92.000 Canadian merchants to be- 
come official representatives in their 
‘communities for the campaign. 


POSTERS PROMOTE 

'WAR BOND DRIVE 

| Chicago, July 8.—More than 620 
'different sponsors — from 
|'Steak House in a small Alabama 
|/town to the giant Baldwin Locomo- 
tive Works, Philadelphia — were 
|listed by the Outdoor Advertising 
Association of America this week 
‘as enthusiastic backers of the 10 per 
‘cent war bond campaign which got 
‘under way late in June. 

For the month of July, a total of 
| 3,550 poster orders have been tallied 
by the association. Only nine per 
cent of the postings are for the 
single month, with the overwhelm- 
|ing majority, 77 per cent, signing 
|up for the full six months’ campaign 
|which was launched in cooperation 
with the Treasury Department. 

| First posters, which started to go 


up June 22, as well as those for) 


|\July, were designed by William 
Kosloff, Chicago artist, and pro- 
duced by Gugler Lithographic Com- 
|pany, Milwaukee. They feature 
\illustrations of tanks and torpedoes, 
| leaving space for the sponsor’s name 
and the war bond quotas for the 
irespective communities. Charles 
‘Jarret, another Chicago artist, will 
'produce the work for the _ third 
/month’s posting, under supervision 
of the Great Lakes, Ill, Naval 
\training station. 

| The outdoor advertising industry 
}and individual sponsors will conduct 
ithe drive through November, with 
ithe final poster extending past the 
30-day period. Advertisers sign a 
manifold contract, with one copy 
igoing to the Treasury Department 
for its own files. In each com- 
munity, a “master” board, on which 
the outline of tank or torpedo is 
shown, is being used to depict the 


progress of getting individual 
pledges to invest 10 per cent of 
income in war bonds and stamps. 


The outline is filled in gradually as 
the pledges mount up. 


Tonkon Named Manager 

Harry M. Tonkon, executive as- 
sistant to V. A. Fischel, general 
sales manager of Seagram-Distillers 
Corporation, New York, has been 
appointed national sales promotion 
manager. 


Knoxville ‘Adclub Elects 


David H. Jenkins has been elected 
president of the Advertising Club 
of Knoxville, Tenn. Other officers 
are Claude Frazier, vice-president; 
|George Mankle, secretary, and A. J. 
|} Kupfer, treasurer. 


Ottawa, Ont., July 8.—With spe- | 


Newspapers, magazines, radio, 24- | 


COMPETITORS DON 


Are Cigarette Claims 


Or 


True 


S88 HOW YOUR BRAND COMPARES WITH OLD GOLD 


Reader s Digest ssngoed 4 scieoube vesniag laboratory 
te ted ou sbow cigarenes. They vested seven leading 
Reader + Digest published che results 


shove smoke was lowest ie mcoune was 


cagareme sich the least thros:irriaung 
ors 0d remns was Old Gold 

Oe both these mayor counts Old Gold was bew among 
all seven cogarenes 
| Gen July Reader's Digest. Ture wo page 3 See wher this 
| bigbly respected maganoe repors 
You'll say, “From oow on my cigarene is Old Gold” 

Aavor Easy 00 chrost! 


| 
| 


| P LORILLARD COMPANY. Emvbiiabed 1760 


False? 


Readers Digest exposes 
cigarette claims! Impartial tests find 
OLD GOLD lowest in Nicotine, lowest in 
Throat-Irritating Tars and Resins! 


—— 


'T SEEM TO AGREE 


SURE YOU INHALE 


30 PLAY SAFE 
with your throat! 


Vem ans arund some inhabong~ bur yor cer eros 
abomt thraet weitetoe (50 wee om do ombale 

Deators who cnmpaped the leading fevornte .ie.- 
ropert thee . 


PHILIP MORRIS 


AMERICAS FINEST 


Current Old Gold copy plays up its selection as the least irritating of all lead- 
ing cigaret brands analyzed by Reader's Digest. while Philip Morris puts forth 
the opinion of medical men in support of its own bid for consumer patronage. 


Johnny Unmoved 
by Old Gold Blast 
Against Rivals 


New York, July 8.— Apparently 
Philip Morris’ Johnny doesn’t scare 
easily, for despite the vigorous pro- 
motion Old Gold is lavishing on 
Reader's Digest’s cigaret survey, the | 
former intends to go right on insist-| 
|ing that doctors who tested leading 
| brands found Philip Morris least 
| irritating. 

New Old Gold copy in today’s 


/Claims True or False?” carried the 
|Lorillard campaign into its second | 
_week. The ad offered an interest- | 
| ing contrast to Philip Morris copy in 
current magazines. Each claims to} 
| be less irritating than competitors. 

| A Philip Morris spokesman indi-| 
| cated that no copy change is con-| 
templated in spite of Old Gold’s 
Reader’s Digest evidence. 


Eveready Copy 
Features New | 
Fiber Flashlight _ 


New York, July 9.—Development 
of a new Eveready flashlight, made | 
of 5-ply fiber, thus saving copper, | 
brass, nickel, chromium and other 
metals vital in war production, will | 
be the subject of special announce- | 
ment copy to be released in maga- | 
zines during the remainder of this | 
month and in August by National | 
|Carbon Company. 

The announcement, which tem- | 
porarily replaces the “service” copy | 
heretofore used by the company, | 
will appear in a list that includes 
American Legion Magazine, Ameri- 


can Magazine, Liberty, Life, Na- 
tional Geographic, Popular Me- 
chanics, Popular Science, The 


Saturday Evening Post and several 
farm papers. J. M. Mathes, Inc., is 
the agency. 


Sharkey Named Ad Mar. 


Leo F. Sharkey has been ap- 
pointed advertising manager of the 
Seattle Times, succeeding Ralph W. 
Harker, who has _ resigned. Mr. 
Sharkey has been retail advertising 
manager of the Times for the past 
two years. 


a | 


Stewart Joins Melind 

W. B. Stewart, formerly advertis- 
ing manager of Parker Pen Com- 
pany, has joined Louis Melind Com- 
pany, Chicago, manufacturer of 


marking devices, as advertising and| 


merchandising manager. 


| 


CKTB Names McGillvra 

Station CKTB, St. Catharines, 
Ont., has appointed Joseph Hershey 
McGillvra, Inc., as its United States 
representative. CKTB is a member 
of the Canadian Broadcasting Cor- 
poration and operates with 1,000 


, watts full time on 1,550 kilocycles. | 


Brass to Langhammer 


Joe H. Langhammer and Ass. - 
ciates, Shreveport, La., has ben 
appointed to direct advertising fur 
Southern Switch and Signal Com- 
pany and Shops of Edward \. 
Brass, Shreveport companies. D)- 
rect mail and business publications 
will be used. 


Maytag Names Coolidge 
Maytag Dairy Farms, Newton, I«., 
has appointed Coolidge Advertising 
Company, Des Moines, to direct the 
advertising of Maytag Blue cheese 
Present plans are limited to direct 


Mike’s| newspapers, headed “Are Cigaret mail and class publications. 


Latest Hooper 
ratings show 
that... 


Salt Lake City 


People 
Listen Most 
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Drop those dark glasses vr 


we know you. 


“You know, I see the Sunday funnies 


myself, most of the time ee i 


The big business man who makes this 
admission usually isn't sure whether reading 
Sunday comics makes him out as weak in 


the head, or a true democrat. 


In the past, we have always acted duly 
impressed at the discovery of the Common 
Touch beneath the pomp and power, and 
made appropriate appreciative noises . . 
but from now on, the hell with it! This 


coddling of customers must cease, 


| readership checks of the 
Metropolitan Group comics show that 
reading Sunday comics is less rare than the 


common cold or cigarette smoking. And to 


paraphrase the old Forhan ads, four out of 


five have it—81% of adult males, women 
79%. The checks don't include kids, who 


run to an Ivory Soap purity percentage. 


For all practical purposes, also, this 
readership comes close to the highest public 
draw on record. No radio program comes 
near it. It eclipses the most popular 
department store advertising. Only the 
newspaper front page and some Sunday 
gravure sections par or pass it. It's whole 
family, consistently regular, a lifetime 


habit; and it happens on Sunday. 


A, a star to hitch your advertising 
, . 
wagon to—you cant buy, borrow or devise 
| , : ) Tl Pa . " ° ; , : i] 
a better. lls prime mover isn t peanuts. 


Metropolitan Group's Sunday newspapers 
chalk up 12,000,000 circulation — just 


Metropol 


one-third of all the families in the U. S. 


at one crack; the third that has the best 
bu in ower, concentrated in markets 
ying | 
where two-thirds ol all retail sales are 
made! It has coverage enough — from 10% 
Y y . . Z . 
to over 50% of families —to get action 
in a thousand urban markets. lt has 
color; and a space unit equivalent to a 
magazine spread —big enough to show 
something, say something. eee Cost? Pretty 


close to ordinary newspaper r. O. p- 


War or no war, Metropolitan Group is 
a buy ; a buy that won t wait forever. 
Some day not too far distant, the smart 
advertisers will have all the space in 
these Metropolitan Group sections sewed 
up. The smartest will start making plans 


] 


and reservations now, 


itan Group 


Baltimore Sun + Boston Globe + Boston Herald + Buffalo Courier-Express + Chicago Tribune + Cleveland Plain Dealer 
Des Moines Register + Detroit News + Detroit Free Press + Milwaukee Journal + Minneapolis Tribune & Star Journal « New York News 
New York Herald Tribune + Philadelphia Inquirer + Pittsburgh Press + Providence Journal « Rochester Democrat & Chronicle + St. Louis Globe-Democrat 


St. Louis Post-Dispatch + St. Paul Pioneer Press + Springfield Union & Republican + Syracuse Post-Standard + Washington Star + Washington Post 


e . . . ~_ o 
220 East 42nd Street, New York « Cuicaco: Tribune Tower « Derrorr: New Center Building. + San Francisco: 155 Montgomery Street 
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|in replaceable goods, 


Inventory Control 
Must Be Individual, 
Mehornay Insists 


Bright Future for 
Wood in Aviation Seen 
at Furniture Market 


By JOHN CRICHTON 
Chicago, July 9.—Amidst threats, 
of inventory regulation and short- 
ages, furniture buyers here this 
week for the summer markets at 
the American Furniture Mart and 
the Merchandise Mart piled up 
higher dollar value purchases than 
in 1941, a circumstance due largely 


to higher prices—despite ceilings—} 


now in force. 


The Signs of the fu- 


Artkraft. 


Buying was prudent | inventory, 


E \"H ~— 


and a lively | 


interest was displayed by manufac-| 
turers in possibilities of converting) 


their plants to war work. 


The markets’ heaviest buying, 
| naturally, was in lines where pros- 
pects of replenishment are not good. 


be this connection, many furniture 


manufacturers and dealers view the 
|inventory conirol situation with 
grave misgivings. There is little 
credit for foresightedness in amass- 
ing an inventory if the goods are 
later redistributed among 
competitors. 

Robert L. Mehornay, president of 
North - Mehornay Furniture Com- 
pany, Kansas City, Mo., and winner 


| 
| 


one’s | 


of last year’s Cavalier award as the| 


year’s outstanding furniture man, 
spoke sharply on this critical point 
in his address before the Monday 
|luncheon session. Admitting that 
|he believed some reward 


sightedness” 
particularly 


|clared that the furniture industry | 


would gladly accept inventory con-| 
ture will come from trol provided it is geared to indi-| time production to plywood air-|now under construction for the air 


should | 

. | . ” 
/accrue to a merchant for his “fore-| ture entirely. 
. . . | 
in taking on a sizable 


in un- Ss 
| placeable goods, Mr. Mehornay de-| pany, Marion, Va., asserted that the | planes, 


would involve it with difficult prob- 

lems of transportation, turnover 
and sales methods. He referred to 
the problem of the retailer under Stet Hinte Beam Meade 
price ceilings, and—while he had) 

heard of the “rollback” system—| The production of plywood for 
reported that he had also heard of| aircraft demands a hot plate press, 
the miracle of the water from the| he said, since the aircraft specifi- 


craft parts during the next two 
years. 


rock. | cations rule out gluing methods. In 
Draws Gloomy Picture |a press conference afterward, Mr. 

| Lincoln said that the bottlenecks of 

Mr. Mehornay drew a gloomy) plywood production are lack of 


picture of the retailer’s role in the| facilities for making plywood, lack 
present wartime economy, asserting} of technical skill, and lack of mold- 
that the retailer had been left out | ing or steaming equipment. 

of post-war. planners’ visions. In company with other prophets 
“There is a definite shift taking| who have seen a brilliant future for 
place,” he reported, “from rugged|air transport after the war, 


omy... We are definitely challenged| wide deliveries could be made, 
by the question of whether to join| with gliders dropped off like freight 
with other retailers or our manu-|cars to serve individual markets 
facturers or be left out of the pic-| enroute. He said that airlines had 
/served 15 per cent of “first class” 

Lincoln, president of| travel before the war with 400 
Furniture Com-| planes. Obviously, then, with 4,000 

all first class travel could 
opportunities presented for the fur-| go by air. He estimated—consider- 
niture makers to switch from peace-| ing the mammoth transport planes 


Charles C. 


| vidual habits of retailers at com-)| plane parts were legion, and went} forces—that 40,000 planes of trans- 


parable periods and not to previous 


asserted that 
B.S. control 


gearing 
plan to 


any | 


sales | jalone, Mr. 


on to prophesy an 
important role for wood in aircraft} all freight now being carried by 
production. The Army air forces) railroads. Mr. Lincoln admits to 
Lincoln said, will require | being an aviation enthusiast, and a| 


HE 
MAGALT | 


Ina 
fopsy-turvy world ! | 7 A 


EVER have women had to take over as big a share 
of the nation’s buying, as now. 


The whole job of f 


a tough job it is— far 


maker has ever had. 
portation, high living 


And 
tougher than the average home- 
She faces shortages, limited trans- 


amily supply is up to them. 


costs, strict budgeting... . 


She needs help — where can she find it? Where she 


has always found hel 


) in meeting women’s problems — 


in Woman's Home Companion! 


You note it in the 
culation. All women’s 
ing readers faster in re 
type of magazine. You 
—which show a 3 to 


since War brought big 


scent months than any other 


upswing of the Companion’s cir- 
magazines, in fact, have been gain- 


see it in readership figures 
| gain for women’s books, 
problems to home-making. 


Magazine fiction, popular as it is, would not 


alone cause 


magazines carry plen 


this demand — although women’s 


ty of it. What women are 


- a: 2 hee 


poring over, thumbing, clipping, are service pages — the 
know-how of nutrition, buying, budgeting. 

These are what make women’s magazines indispen- 
sable in War time — what has brought Companions cir- 
culation this year to the highest point in history. And 
these more Closely read in the Com- 
panion than in any other magazine in its group.* 


service page Ss are 


What more can advertising ask of a magazine than 
reader-interest as hot as this — in a market that is doing 
nearly all of the civilian buying? 

Based on 12,000 reader interviews, L. M. Clark ¢ 


ntinuing survey of readershy 


Momans fh Y 


« ompanion 


UNDERSTANDING WOMEN IS OUR FULL-TIME JOB 


i oi a ees’ 9 M; ~ * 
Sf A ay 


an amazing quantity of wooden air- | 


Mr. | 
individualism as we knew it to the! Lincoln described a glider-transport | 
fetters of a pressure-planned econ-| arrangement under which nation-| 


increasingly | port type could completely replace | 


a 


TRAMMELL RECUPERATES 


| When Niles Trammell, who is recovering 


from a serious operation, visited the an 

nual NBC employes’ outing at Hunting 

ton, L. |., he was given a door prize of 

bottle of vitamin pills. Here he is chat 

ting with Clay Morgan, left, assistan: 

to the president, in a cool spot while 
NBC'ers make merry. 


“wooden aviation” enthusiast. He 
has been active in gaining A 
Forces’ acceptance of wooden plane 

Lawrence H. Whiting, presiden' 
of the American Furniture Mar’, 
followed Mr. Lincoln with much t! 
|}same prediction of wood’s role i 
| wartime aviation and in the post 
war aviation picture. He asserte 
that, considering labor and fabri 
cating costs, wooden planes could 
be had for a fraction of the price o 
|metal ships. Like Mr. Lincoln, h 
| foresaw a new horizon for the wood 
‘industry in the transports and 
| gliders now a-building. He als: 
announced that the plans now se! 
up call for abolition of the Novem 
ber market, and the adoption of 
two-market system, held in the 
winter and summer, instead of the 
four-season markets now in vogue 
“But if New York thinks,” Mr 
Whiting said resolutely, “that it can 
steal the spring and fall markets 
from us, it is wrong. We can set 
up our machinery in a week. I am 
serving public notice to our com- 
petitors.” 

Later Mr. Whiting estimated that 
50 per cent of the furniture manu- 
facturers have converted to war 
work. The contracts now held by 
the industry total between five and 
| six million dollars, and the amount 
| is growing, he said. 

Mr. Whiting foresaw a long war, 
and he believes that the post-war 
period will see a battle for markets, 
lola many industries edging over 
old market lines and seeking to 
invade new fields. 

A similar story of industry con- 
version in a slightly different field 
was presented by Peter P. Hagan, 
president of the Charles P. Coch- 
rane Company, Bridgeport, Conn.., 
and chairman of the Institute of 
Carpet Manufacturers of America 
| Mr. Hagan reported the progress of 
| the industry in switching to war 
production, particularly in looming 
| duck, blankets and the making of 
parachutes. He predicted that there 
_will be no shortage of rugs or floor 
coverings for the public in 1942 
but pointed significantly to the 25 
per cent wool allotment accorded 
/to the industry for the rest of thé 
year. 


| Liberty Mutual to Start 


Campaign on July 21 

New York, July 10.—Liberty Mu 
tual Insurance Company will launc 
a new campaign with introductor: 
copy in 17 newspapers July 21, us 
ing the theme, “The 7th Column- 
Carelessness — Helps the Enem 
Postpone Our Victory.” 

A regular full-page schedule wi 
appear in Business Week, Fortune, 
Life, Newsweek, The Saturday Ev: 
ning Post and Time. Eight busine 
papers will also be used. Batte 
Barton, Durstine & Osborn is t! 
agency. 
| 


Medart to Olian 

Medart Company, St. 
appointed Olian Advertising Com- 
pany, St. Louis, to handle its ; 
count. Trade publications will 
used. 


‘Fischer Adds Account 


Nassau Laboratories, Hackensa: 
N. J., manufacturer of natural 
loidal graphite products, has 
pointed Alfred Fischer Advertisin¢. 
New York, as its agency. 


Louis, ] 
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July 13, 1942 ADVERTISING AGE 


— 


DEATH ON THE 
WORKING FRONT 


The article by FortTungE “Death on the Working Front’’* tells a distressing story. While our 
country is engaged in the greatest production drive in its history, the record shows that its 


strength is being sapped by the consequences of sheer waste—that is, by accidents to men and 
women in industry. Think of it: 480 million precious man-days of industrial labor lost last 
year by reason of accidents—and the figure is going up! 


This is an intolerable situation. We would not consciously open our factory doors to the 
foreign spy or the saboteur. Yet the careless worker, the negligent employer, or the indifferent 
community does just that—when men in essential war plants are needlessly exposed (and it 
is always needlessly) to death or disabling injury. 


Although we are all at fault, industry is best equipped, by knowledge and experience, to 
lead the counterattack on accident losses. Accordingly, it is the bounden duty of American in- 
dustry to enlist in the accident-prevention program of the National Safety Council's War Pro- 
duction Fund to Conserve Manpower. In particular, the nation has the right to demand that 


those thousands of plants now lacking adequate protection for our workers avail themselves of 


the facilities that are offered. There is no place in the war program for a waster of manpower. 


ai ver eee, 


Chairman, War Production Board 


* This article from the current issue of Fortune is available in reprint form in single copies or in quantities. a 
Write Fortune’s Advertising Director, Room 2736, Time & Life Bldg., Rockefeller Center, New York, N. Y. 
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Hoffman Launches Drive 


Hoffman Beverage Company, 
Newark, has launched a campaign 
for its pale dry ginger ale in six 
metropolitan New York dailies, with 
insertions scheduled weekly 
throughout the summer. Each 800- 
line ad features two humorous ill- 
ustrations by Wm. Steig. Batten, 
Barton, Durstine & Osborn, New 
York, is the agency. 


Men-in-the-know say: ‘“Good report- 
ing, true, thorough’’—Arthur Krock; 
“Great public service, without white- 
washing or blackening”—William 
Hard; “Carefully studied discussion 
for better understanding’’— Eugene 
Meyer, concerning ‘Don Nelson's 
Men" in July 4 issue! 


Stack-Goble’s | 
N.Y.Accounts, Staff 
to Roche, Williams 


New York, July 8. — Roche, 
Williams & Cunnyngham, which 
already maintains offices in Phila- 
delphia and Chicago, has opened a 
New York office at 400 Madison 
avenue. Simultaneously, the agency 
announced the acquisition of two 


accounts, the Tums account of, 
Lewis Howe Company, St. Louis, 
jand the radio program, “Inner 
‘Sanctum Mysteries,” for Carter 


Products, Inc., New York, both of 
which were previously handled by 
Stack-Goble Advertising Agency. 
R. A. Porter, who previously 
headed Stack-Goble’s New York 
office, will be in charge of the new 
|branch as vice-president and gen- 
/eral manager. Harold Kemp, who 
| held a similar position with Stack- 
| Goble, has been named radio direc- 
| tor in the new set-up, and Gordon 
Cooke, formerly a Stack-Goble vice- 
| president, will be in charge of copy. 
Both Network Sponsors 
Lewis Howe sponsors Horace 
| Heidt’s “Treasure Chest’ over 60 
NBC stations for Tums, and Carter 
sponsors “Inner Sanctum Mysteries” | 


'over 69 Blue stations for Carter’s 


Little Liver pills. 

In Chicago, Roche, Williams has 
added the Holland Furnace Com- 
pany account, formerly handled by 
Stack-Goble, and has added Philip 
Stewart, who formerly produced 
and transcribed Holland Furnace’s 
“Dealer in Dreams” radio program. 
Mr. Stewart will be in charge of 
radio production. Abner J. Rubien, 
formerly of Stack-Goble’s New York 
office, has joined Roche, Williams & 
Cunnyngham’s Chicago staff. 

H. L. Hulsebus, vice-president of 
Stack-Goble, told ADVERTISING AGE 
today that the agency would no 
longer maintain a New York office. 
The action leaves Stack-Goble with 
only its Chicago office and the 
accounts handled there. 


Woods to Standard Oil 


Henry F. Woods, Jr., has resigned 
as publicity director of McCann- 
Erickson, New York, to join the ad- 
vertising and sales promotion de- 
partment of Standard Oil Company 
of New Jersey, with headquarters in 
New York. 


Keil Named Art Director 


Thomas S. Keil has been ap- 
pointed art director for the adver- 
tising and promotion department of 
Armstrong Cork Company, Lan- 
caster, Pa. 


“Help!” cries the advertising department 


or production manager when they're up against one of 


those “impossible” deadlines . . . 


and to the rescue. 


Johnny-on-the-spot. rides SUPERIOR 5-Phase Service. 
One organization handles the whole jol). Day or night. 


when your order reac 


SUPERIOR is at your service. And there's no sleeping 


hes our shop. From layout and 


photographs to completed ad, we follow-through. 


speedily and efficiently. All under one roof, SUPERIOR 


engraving requireme 


5-Phase Service means: Art Work with an eye towards 


nts: Photography that pictures 


your product RIGHT; Photo-Retouching by trained 


men who know engraving needs; Photo-Engraving at its 


best: Ad Composition 
excellence. And then. 


that completes the ensemble par 
there is no delay at the shipping 


bench. Back to you, pronto, goes a job you, and we, 
can be proud of. No wonder SUPERIOR 5-Phase Service. 


tried once in an emergency, wins us life-long friends. 


* "Dak 
SUPERIOR 


215 W. Superior Street 


ENGRAVING CO. 


Chicago, Illinois 


— 


AIDS DRIVE 


YOU BUY WAR BONDS 
ML PGT! 


Standard Brands 


Head Speaks Out 


for Advertising 


Chicago, July 9.—James _ S. 
Adams, president of Standard | 
Brands, Inc., presented an encour- 
aging picture of the gigantic food 
|corporation he heads, and told a 
special meeting of Midwestern 
stockholders today his solution to | 
| the problems facing a food manu- 
|facturer in a year of curtailment. | 
His solution: new products, accom- | 
panied by vigorous advertising. | 
Mr. Adams was frank to state! 
| that his beliefs foreshadowea a more | 
spirited use of advertising for a/| 
company that reported net sales in | 
}excess of $119 million in 1941. He} 
did, however, keynote the mceting 
with a note of sacrifice to come; ut 
the May meeting of the _ stock- 
holders, this promotional - minded 
executive, who resigned from the 
executive vice - president’s post of | 
Colgate-Palmolive-Peet last Decem- 


ber, voluntarily cut his own salary Hail Success of 
from $75,000 to $50,000 a year as an “ : 
example of “the severe economies I Canadian Army 
” | . 
ness. Week Promotion 


must exact throughout the busi- 
Decries Past Policy | Ottawa, Ont., July 8.—High prais« 
Standard Brands will seek new for putting Canada’s first “Army 
products to replace those under the | Week” over the top was extended 
pall of wartime curtailments, he| to Canadian advertisers this week 
said, and continued: “I am a firm) by J. W. G. Clark, chairman of the 
|believer in the power of advertis-|national executive committee for 
jing. The success of companies like|the special observance, who said 
|General Foods, General Mills, Proc- | large industrial concerns and hun- 
ter & Gamble Company and Lever | dreds of small companies joined in 
Bros., during the last eight to 10|making it a success. 
years, has been the result of a more | Weekly and daily newspapers 
intensive use of advertising to sell| throughout the Dominion carried 
constantly improved products, | millions of lines of advertising spe- 
usually at continually lower prices. | cially dedicated to the “gentlemen 
The result has been greater sales|in khaki,” Mr. Clark said. The 
at greater profits—before taxes.” |special week was concluded July 5, 
“Standard Brands, in the last few | but a special poster contributed by 
years, has adopted the opposite|the Poster Advertising Association 
policy. It has decreased its adver-|of Canada will remain on display 
| tising and the increase in sales has|throughout the remainder of the 
‘not been comparable to those of|month. It shows a smiling, self- 
other companies. Advertising is the |confident Canadian soldier, fully 
cheapest method of selling the world | equipped. 
‘has ever found.” | Other organizations which con- 
| Some of the company’s more| tributed to “Army Week” included 
‘important products, such as coffee,| the Association of Canadian Adver- 
‘tea, tartar and molasses have been|tisers, Association of Canadian 
|imported and are now subject to Broadcasters, Canadian Daily News- 
‘shipping hazards, higher war risk|papers Association, Canadian 
insurance and boosted transporta-| Weekly Newspaper Association and 
ition costs. Sales volume, mean-| Canadian National Newspapers and 
‘while, has been restricted by ra- | Periodicals Association. 
tioning restrictions. In the case of | 
coffee, added insurance and freight ° ° 
| charges boost the price of coffee Wide Promotion 
|brought from gulf ports to New for Saratoga Races 
York nearly three cents a pound. | Despite gasoline and tire ration- 
\ing, the Saratoga Association has 
|launched a wide-spread advertising 
Mr. Adams revealed an unusual | campaign for its annual race meet- 
attitude in his public support of| ing at Saratoga Springs, N. Y., in 
Price Administrator Leon Hender- | August. Media used will be maga- 
son. Pointing out that everyone | Zines, radio, newspapers, and out- 
wants to prevent inflation, Mr. oor. ies ' 
|Adams said Mr. Henderson was Magazines will include Chronicle, 
: , : : : : Cue, The New Yorker, Rider and 
unfortunate in that he had only one Driver, and Town and Country 
leg of a three-legged stool—with Leighton and Nelson, Inc., Schenec- 
farm prices and labor wages still tady, is the agency. 
outside his control. 


Admitting that Standard Brands 
problems would not be easily over- 
come, and that introduction of new 
products is a difficult process, he 
said: “Those organizations which 
measure up to the times, stay flexi- 
ble and alive, remain aggressive, 
refuse defeat, increase’ technical 
research, and develop new products, 
uncover new processes and devise 
new methods—those companies will 
benefit and grow self-reliant and 
strong through the very adversities 
they encounter.” 


This one-sheet poster, designed by Herb 

ert Noxon, art director of McCann- 

Erickson, helped put New York's war 
bond drive over the top. 


Supports Henderson 


Suspends Publication 


Country Life has suspended pub- 
lication for the duration. Peter 
Vischer, editor and publisher, has 
been commissioned a major in the 
Army’s special service division in 
, Washington. 


Watson Begins Campaign 
Watson Company, Attleboro, 
Mass., silversmith, has launched the 
largest advertising campaign in 
company history, featuring its new 
sterling pattern, Foxhall, in national 
consumer and trade publications. 


Put your products on more of the 
31,860 dining room tables ‘" 
Troy’s A. B. C. City Zone—ws 
The Record Newspapers and reoc” 
“everybody” in this major New 
York State market. 
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ADVERTISING AGE 


“It’s almost Ii 


“BBSHILE READING a recent copy of LIFE, I hada 
inspiration about a reason why I like 
LIFE so much. 

“This particular issue had an article on Nurse’s 
\ides (of which | happen to be one) . there 
were pictures of a Fred Allen broadcast (which | 
had heard) ... and in the War Parties pictures | 
spotted a girl I knew at school and hadn't seen 
in years. 

“Naturally | don’t find three or four ‘personal’ 
hings in every issue. But thinking back over a 
veriod of years, | remember dozens of things in 

IFE that might have been published just for me 

photographs of football games I'd gone to and 
t places I'd spent vacations, girls wearing dresses 

xe mine, once or twice a letter to the editor 


om someone | know—things like that. 


“I imagine it happens to almost everybody 


who reads LIFE because LIFE seems to know 
what people are doing and thinking about and 
because it really is a magazine for everyone. 

“You can quote me as saying, | think LIFE ts 
a perfectly swell magazine. | know if | were evet 
an editor I'd want to do the kind of job LIFE 
does in showing the American way of living.” 

21,900,000 possible reasons 
That’s why one young woman is enthusiastic 
about LIFE. 

21,900,000 people read LIFE every week—the 
3,600,000 printed copies aren't enough to go 
around; so millions have to borrow LIFE. Con- 
ceivably each person in this vast group has his 
own private reasons for reading LIFE. 

But all these reasons probably meet on the 
common ground that LIFE has found a pleasing, 


informative way of mirroring our way of life and 


ke reading my own biography” 


our fight to keep it. LIFE makes important things 
easy to understand and hard to forget; it also 
treats trivial things when they help make a round- 
ed picture of America. 

Because LIFE means so much to so many peo- 
ple, it has become the nation’s first magazine in 


which to advertise goods and to present business 


messages born of the war. 


“America’s Most Potent Editorial Force” 
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Wartime Book for Children 


Parents’ Institute, Inc., New 
York, has published a new single- 
issue Magazine in the ‘‘comic” style 
entitled, “‘How Boys and Girls Can 
Help Win the War.” The _ book 
tells in full-color comics 20 differ- 
ent wartime activities for young 
people from 8 to 18 years. The 
publisher has pledged to invest the 
proceeds from the sale of this pub- 
lication in U. S. war bonds and 
stamps. 


Records ‘Victory’ Spots 


Kasper-Gordon, Boston, has pro- 
duced “Victory Nursery Rhymes,” a 
new series of transcribed spots for 
release on a syndicated basis, ex- 
clusive to one station in a city. The 
30 spots feature favorite nursery 
rhymes brought up to date to tie in 
with the war effort. 


Curtiss to Hicks 

Curtiss Candy Company, Chicago 
has placed its industrial and public 
relations account with Jos. W. 
Hicks, Chicago. C. L. Miller Adver- 
tising Agency will continue to di- 
rect Curtiss’ advertising. 


NAB Reappoints Hayes 
Arthur Hull Hayes, general man- 
ager of WABC, New York, has been 
reappointed to the NAB sales man- 
agers executive committee as the 
Columbia network representative. 


) # aft og 
Personalities that sell 


Even 


youthful personalities can do a fine 
1 


selling job on the air, as the Rath Kiddies 
Revue has proved. Pictured at the mike 
is Jackie Lee Alton, of Cedar Rapids, a 
“personality’’ younger than the program 
tself 


Rath Renews 
Kiddies Revue 
on WMT-KRNT 


One of America’s large meat- 
packers, the Rath Packing Com- 
pany of Waterloo, Iowa, measures 
its nation-wide business in millions. 

Also, Rath wisely cultivates its 
home market. Already a long-time 
advertiser on WMT (Waterloo- 
Cedar Rapids), Rath began spon- 
sorship of the WMT Kiddies Revue 
five years ago. 

Last year, results led to a Cowles- 
station hook-up, including KRNT 
in Des Moines. Again results proved 
the effectiveness of the stations and 
the program, which continued gain- 
ing in popularity to attain a peak 
daytime-rating. 

So, this month, another Rath re- 
newal becomes effective on KRNT 
and WMT—adding another year’s 
group to this five-year parade of fu- 
ture stars. 


KSO 


BASIC BLUE 
AND MUTUAL 
5000 WATTS 


BASIC 
COLUMBIA 
5000 WATTS. 


KRNT 


The Cowles Stations in” 
DES MOINES 


Affiliated with the Des Moines 
Register and Tribune 


Represented by The Katz Agency 


Ad Volume Steady, 
Public Respect Up, 


Trend in Britain 
Lord & Thomas 


Executive Reports 
Life More Stable 


New York, July 7.—Although 
British advertising volume today is 
only one third of pre-war levels, 
advertising is gaining the confi- 
dence and respect of the British | 
public more than ever before,| 
according to William B. B. Fergus- 
son, managing director of the Lon- 
don office of Lord & Thomas. 

Mr. Fergusson, who supplied 
much of the material on British 
advertising and economic life oub-| 
lished in the Lord & Thomas re-| 
port, “What Is Life Like—With the 
Enemy Less Than 20 Minutes 
Away?” (ADVERTISING AGE, Feb. 9), 
is visiting this country to study) 
means by which advertising can 
contribute to closer understanding 
between the people of the United 
States and Great Britain. 

Increasing confidence in the re- 
liability and importance of adver- 
tising to British consumers is 
largely due to the presence of 
approximately $10,000,000 in adver- 
tising by government departments 
in newspapers, films and_ other 
media, Mr. Fergusson believes. The 
people are looking to the govern- 
ment for guidance in their every- 
day lives, he asserts, and are find- 
ing the answers in the advertising 
columns of the press. 


Limits Boost Effectiveness 


“Higher rates and limitations on 
space in newspapers and maga- 
zines (which are rationed to 20 per 
cent of their pre-war paper con- 
sumption) have forced advertisers 
to get down to cases quickly, and to) 
state their messages more concisely | 
and more efficiently,” Mr. Fergus-| 
son reports. “As a result both the| 
quality and effectiveness of British | 
advertising is on the upgrade.” 

Expressing the opinion that both 
British advertising and economic} 


life have settled to a rock-bottom | 


position since the United States} 
entered the war, Mr. Fergusson 
indicated that British business 


| today furnished an ideal laboratory 

for studying the impact of total war 
on the distribution system of a bel- 
ligerent. 

One interesting = sidelight of 
stricter rationing during the past 
six months has been the tendency 
in advertising copy to sell the value 
of a product in terms of “rationing 


| points” rather than shillings and 
pence. Advertisers suggest to 
housewives that their rationing 


books will go further if they pur- 
chase certain canned meats, dehy- 
drated foods or dairy products. 


Canned Meat Gains Favor 
Large quantities of Treet, Spam 


|shipments to arrive in the British 
Isles, and found little reception 
among consumers, Mr. Fergusson 
| pointed out. The Ministry of Food 
| quickly reduced the ration points 
allotted to those products, and 
undertook a publicity campaign to 
convince housewives that they were 
|safe, healthy delicacies. As a re- 
sult they are in great demand today, 
land may become post-war market 
| factors. 


SELLING WAR BONDS FOR POST-WAR WANTS 


THIS IS WHAT VICTORY LOOKS LIKE 


D I sa rymbol of the Amerwan tandad of 
ining And thats what we re ighong for 
That—ss freedom from want 


Victory os an electra retrgerator D In fact, by buywng War Bonds now the 
things you buy afer victory will actual! y 


cont you less 


D Its an elect refmgerator wn millions of 
homes — preserving good things to cat 
freezing «e cubes for cooling drinks, mak 
ng possible tasty and cool desserts 


because the interest on vour 
bonds, higher than that on any other Gov 
ernment security being offered today. si! 
gO 2 long way towards making up the pur 
chase pre 


» There are no clectrn refngerators beng 
made now There will be none ull vactory 
D lt san clectrn refrigerator sanding guard 
over the famuly s health. halting the growth 
of bactena ith as cold, holding previous 
Sitarmens igtact 


> Its good ro know that a few War Bonds 
bought now will help speed chat day 
good to know that a few War Bonds boughr 
now ei!) come in handy when the new re 
frigerators do come out good to know 
you II be able «© go to your dealer and say, 

IN) take that one and brow ts 
alread) pard for 


D Yes. ts sound sense to buy War Bonds 
not only to win the war but to secure the 
D Its an electri refrigerator bringing the peace that foliows 
weekly food budget to a new low keeping 
leftovers for fucure servings, operating 


> Are you putting 10 per cent of your in 
fauhtully and ethout fas! day and night 


come into them’ 


tising Council in radio, and simj\ay 
to that now facing Elmer Davis jy 
he Office of War Information, },,. 
worked exceedingly well, he stateq. 

The agency chief also praised 
work of Lord Luke’s_  impa: 
board of three, which has sele, 
advertising agencies for vay 
government campaigns, saying t 
there has been a complete abse: 
of politics in the selections. e 
choice of media has been left to - , 
agencies, who have worked y 
much the same freedom as 
American agencies directing A) 
and Navy enlistment advertising 
this country, he said. 

Mr. Fergusson is a South Afri 
by birth, and was educated in Sx 
land and at Columbia Univers 
After serving as a cartoonist on ¢ 
Johannesburg Star, he organi: 
|} his own agency, joining Lord 
Thomas, London, in 1933. 


\E xpand Initial 
Ad Campaign for 
M&R ‘Soretone’ 


| Bridgeport, Conn., July 7.— S; 
|radio and newspaper insertions 
| six cities have been added-to M 
/Kesson & Robbins’ first campai; 
for Soretone, a new remedy f 


\\ 
lt My 


and other tinned meat specialties | 


'were among the earliest lend-lease | 


Buy WAR sonpbs ror PEACE 


Walter Weir of Lord & Thomas wrote this ad, first of a series to be run by The 
Family Circle (Advertising Age, July 6) to sell readers on buying war bonds 
now to enjoy their unfilled wants after victory. 


Mr. Fergusson reported a recent 
trend to zone marketing areas be- 
tween large national distributors of 
foods, soaps and other essentials, to 
help ease the transportation bottle- 
neck. For example, a baker of bis- 
cuits in Edinburgh may no longer 


have distribution in London and the} 


Midlands, while a Liverpool baker 
would sell no longer in Scotland. 
Advertisers have frequently taken 
newspaper space in territories they 
have been forced to abandon to 
remind purchasers that their brands 
will return after the war. 
Although military service and war 
work have made tremendous 
sonnel demands upon advertising 
agencies and all other normal peace- 


time businesses, the salesmen and)| 
|merchandising men of national or|fall, has now leveled off between 


per- 


by BBC, and in some quarters it is 
felt that the increasing use of 
American programs may lead to a 
demand that some advertising be 
permitted on the air when BBC’s 
present charter again comes up for 
renewal, 

Not even the government has 
resorted to the repetition of spot 
announcements to sell bonds, and to 
put across other messages. Only an 
occasional speech by a minister or 
other official is devoted to the pub- 
licizing of war measures over BBC. 

Mr. Fergusson had nothing but 


praise for the handling of govern- | 
ment paid advertising in his coun-} 


try. Government copy, which 
reached a high of 16 per cent of the 
total revenue in newspapers last 


what the British call “trade” adver-|8 and 10 per cent, he reported, not 


tisers have not 


been eliminated.| because of any failure, but because 


Older men, not eligible for direct of increased efficiency, and because 
war service, still call on retailers to|of the importance of making space 


maintain 
the various problems brought on by 
ationing, price control and trans- 
“ortation limitations. 


Special Talents Used 


There has been a strong 


move- | 


relations and to explain! available to private concerns. 


Government Demands Culled 


The British newspapers experi- 


| ° 
‘enced the same confusion of de- 


mands for space that American 
radio stations felt after Dec. 7. As 


ment on the part of the Ministry of|a result the Ministry of Information 


Labor to 


talented individuals who 


reexamine the cases of} turned 


over to G. S. Royde, a 


were | former agency man, now director of 
drafted for direct military service, | 


its Controller of Products division, 


and to find “the right job for the|the job of weiding the demands of 


gusson. 

Thus many advertising men and 
salesmen who have seen active 
service in the armed forces 
been recalled to government min- 
istries, and in some cases to posts 
in private business that contribute 
to the war work. Art directors 
have become camouflage experts, 
copywriters have assumed propa- 
ganda posts, and research and mer- 


chandising men have taken over 
price control and rationing jobs. 
The government has_ definitely 


recognized the importance of keep- 
ing advertising agencies in busi- 


Hardest hit by the trend to save|ness, he said. 


paper in packaging have been the 
cooked cereals or porridges which 
are today sold in bulk. Brand 


The paper shortage, which has 
affected newspapers and outdoor 
advertising, has resulted in in- 


have | 


names in these fields have ‘irtual!y | creased activity in new media, such 
disappeared from retail] out'ets, but|as commercial films. as well as a 
both U. S. and British millers have! growing dissatisfaction with the ex- 
used newspaper space and other isting government-controlled Brit- 
media to explain their curtailment) ish Broadcasting Corporation’s non- 
and to assure a return “after the| advertising policy, which has been 
victory.” |maintained largely due to the alert- 
Ready-to-eat cereals such as corn |ness of the newspapers, which fear 
and bran flakes are still sold under) inroads into their revenues if radio 
brand names, but simple paper bags| becomes an advertising medium in 
with little more than the name of/the British Isles. 
the product have replaced the At least two American programs, 
elaborate packages familiar in this Jack Benny anc Bob Hope, with 
country. commercials deleted, are now aired 
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|right man,” according to Mr. Fer- various departments into a coordi-| 


nated program. This job, similar to 
that undertaken by the Office of 
Facts and Figures and the Adver- 


athlete’s foot. A schedule of regul 
insertions in Life inaugurated t!) 
promotion, which started six wee! 


ago. 

The spot campaign, calling f 
one-minute announcements on 
five-a-week basis, covers 40 citi« 
throughout the country. Week! 
newspaper insertions in six citic 
complete the current expansio) 


Copy describes Soretone as a “ne\ 
type liquid to relieve athlete’s fox 
... by killing all five fungi.” 

J. D. Tarcher & Co., New Yor} 
is the agency. 


Vroom Joins Printer 

Frederic K. Vroom has resigne: 
as vice-president and director o! 
Commonwealth Press, Worcester 
Mass., and as treasurer and man- 
ager of its subsidiary, Worcester 
Lithograph Corporation, to become 
manager of T. Morey & Son, Green- 
field, Mass., printer. 


Two to S. Duane Lyon 

Artnell Scientific Brands, New 
York, manufacturer of Snow facial 
depilatory, and Biltmore Club Bev- 
erages, Durham, N. C., have ap- 
pointed S. Duane Lyon, New York 
to handle their accounts. 


You Can’t Do a Good Job 
if you haven’t got Good Photos! 


Eye*Catchers puts you 


on exactly the same 
plane as the big shot 
who pays $50, and more 
for one photo like thi 
to fill a Satevepost page 
You get grand photo 
QUICK! Over 700 
subjects 100 new “ 
every month. Cost per 
photo a little over one 
dollar on new War- 
time, No-Risk subserip- 
tion plan, (Mats, to 

FREE proofs and \« 

tails on request. No 
obligation. Write 
NoW! 


EYE*CATCHERS, INC. 
10 E 38th Street, New York 


GREAT CROWDS 
OF PEOPLE / 


NM, 


MUM 


frien I, 


MURRAY & MALONE CO. 


MINNEAPOLIS, MINNESOTA 
MINNEAPOLIS * ST. PAUL * DULUTH * SUPERIOR 


STREETCAR 
AND BUS 
ADVERTISING 
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Niven, 


BROADSIDES 


Get This Valuable 
Book...It’s Yours 


Tells How to Meet Today’s Sell- 
ing Problems---How to Conserve 
Paper and Ink During Wartime 


e Describes the advantages of FULL Color 
in meeting today’s selling problems... 
in building for future business. 


e Tells how to use FULL Color judiciously 
. . . how you can get beautiful, effective 
results and still help to conserve paper 
and critical pigments used in many inks. 


e Explains how to prepare FULL Color art 
work ... describes various methods used 
for reproduction. 


e Contains valuable charts showing colors 
and derivatives .. . gives popular folder 
styles and sizes, and other information. 


MAIL COUPON ON NEXT PAGE 


FOR YOUR COPY OF BOOK 


THE VALUE AND 


& 


ust off the presses, and geared to the times! 

This valuable, 28-page book, prepared es- 
pecially for sales and advertising executives, 
will be sent to you absolutely free. Simply 
mail the coupon on the next page. 

You will find this book of assistance in the 
preparation of your advertising material—for 
it shows how FULL Color can be utilized to 
meet the unusual sales problems of the present 
day . . . how it paves the way for fucure 
business. But, more than that, this timely 
book shows how the patriotic use of FULL 
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MAIL COUPON BELOW for FRE 
“THE VALUE AND PATRI 


E BOOK... 
OTIC 


USE OF FULL COLOR”! 


Color helps to conserve paper and inks, many 
of which contain critical pigments needed 
for America’s all-out-for-victory effort. 
FULL Color advertising material, wisely 
used, can help you maintain customer confi- 
dence in these troubled times... can hold your 
leadership and prestige... can build resistance 
against the keen competition of the future. 
Now's the time to investigate Stecher- 
Traung’s sensational development—the exclu- 
sive FULL Color ‘Gang Run’ Service that 
enables you to use beautiful, dramatic FULL 


Stecher-Traung has unequalled facilities to save 


you time, effort and money on high-quality FULL 
Color advertising material. We maintain offices 
in leading cities, and operate two modern, com- 
pletely equipped plants . . . in Rochester, N. Y. 
and San Francisco, Calif. 


We grind chemically tested, fade-proof dry colors in 
the finest grades of varnish to produce our own inks. 


STECHER-TRAUNG LITHOGRAPH CORPORATION, Department 1508 
274 North Goodman St., Rochester, N. Y. 
600 Battery St., San Francisco, Calif. 


Please send a copy of your new 28-page, Illustrated Full Color Book on “The 
Value and Patriotic Use of Full Color’’—free of charge and without obligation. 


Name Title 
Firm 

Address 

City State 


Type of Business 


MAIL THIS COUPON NOW! 


Color in your sales and advertising literature 
at a price comparable to what you usually 
pay for only 2 colors. Practically any work 
you have can be put on one of the many kinds 
of Stecher-Traung “‘Gang Runs,”’ ta minimum 
quantities of 25,000—consumer folders, cir- 
culars, booklets, broadsides, streamers, dis- 
plays, box wraps, cartons, labels, etc. 

Get our quotations on your jobs. . . learn 
of the savings you can enjoy on high-quality 
FULL Color lithography. And mail the 
coupon below for your free book. 


We have the largest battery of giant 4-Color Offset Presses 
in the country. These modern, high-speed precision 
presses produce the finest FULL Color lithography. 


We apply our own special high finish paper coating in 
our own coating mills, thus assuring you of uniform 
| materials and finest quality reproduction. 


STECHER-TRAUNG 
LITHOGRAPH CORPORATION 


ROCHESTER, N. Y. SAN FRANCISCO, CALIF. 


BALTIMORE COLUMBUS LOS ANGELES PORTLAND, ORE. 
BOSTON HARLINGEN MACON SACRAMENTO 
CHICAGO HARTFORD NEW YORK ST. LOUIS 
CLEVELAND HOUSTON OAKLAND SEATTLE 
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July 13, 1942 


ADVERTISING AGE 


‘Humanized’ Copy 
Termed Wartime 
Need of Banks 


Commerce Official Sees 
Chance to Regain 
Much Lost Ground 


jew York, July 7.—The war 
ofiers financial institutions a “last 
chince to regain lost ground,” in 


the opinion of John H. Morse, chief | 


of the economic and commercial 
division, Bureau of Foreign and 
Domestic Commerce, who believes 
that intelligently planned advertis- 
ing is the logical technique for ac- 
complishing this objective. 

Writing in Trusts and Estates, 
Mr. Morse has set down some critical 
observations on financial copy of the 
post. “It is true that vast quanti- 
tics of white space have been 
bought, outdoor boards leased, and 
some radio time contracted for,” he 
declared, “but there the similarity 
to advertising ceased. Words have 
been used; words that the cash cus- 
tomers seldom recognized. Illustra- 
tions have been used; illustrations 
of the kind much better developed 
by those sturdy sons of Barre, Vt., 
cited by the Federal Trade Coniimis- 
sion for claiming that they could 
not prove their right to the use of 
the word ‘eternal.’ 

“This seems facetious. It is not. 
It is tragic in view of the vast 
amount of information which finan- 
cial institutions should have been 
giving to prospective customers in 
order to obtain their good will as 
well as their business. It is tragic 
because the feebleness of financial 
selling in print has not only left 
the average citizen with a complete 
misunderstanding of the functions 
of our financial system, but has 
kept him from making use of it to 


his advantage and the 


profit.” 
Hits “Sacred Custodians” 


Mr. Morse went on to say that 
“bankers are people—until they get 
their banks into print or break into 
print. Then they become sacred 


system’s 


He urged banks to depart from 
their practice of “using white space 
| to say next to nothing,” and recom- 
| mended that the advertising assign- 
;ment be turned over to 
men. 

In citing specific copy 
which lend themselves to human- 
ized treatment, he said: “There is 
that nice fresh line of credit that 
you would like to make some money 
on. Why not tell businessmen how 
to go about making a deal with 
you? Tell them to see Joe Glutz at 
such and such a spot in the bank, 
instead of signing a chaste bit of 
informative copy which admits that 
you have ‘banking facilities,’ with 
the names of directors who are 
around the bank just a couple of 
hours on odd weeks—and couldn't 
be got at even then. 

“Knowing that he has only to see 
Joe Glutz, who sounds human, and 
knowing just where to go to find 
Joe, will bring in a lot of little cus- 
tomers, who have an_ inferiority 
complex about the directors or the 
president. Then Joe has a chance to 
start the always interesting process 
to a bank of making big ones out of 
little ones, of helping the small fry 
to grow up. . Have him try to 
make John Public a loan, instead of 
making him feel as though he had 
just robbed the church box. After 
all, banks make profits by selling 
their credit. It isn’t good, dignified 
banking? This world is never go- 
ing back to 1929.” 


themes 


In the Same Boat 


Financial advertising in the finan- 
cial trade press suffers from the 
same troubles as consumer copy, 
Mr. Morse asserted. “Take the pic- 
ture of the front entrance, the 
names of a few officials, and the sig- 


custodians of immemorial secrets.” | 


younger | 


| who thought he ought to do something 


WARTIME CREDIT 


eS SS Ss 


"But that house 
wasn't there 10 hours ago!" 


Here + the true story of a humber merchant 


fabricated wonder house He could have 
ores o but he wanted to buy for 


about war housing “In ten hours 
to the U § Navy, “lcan 
house, ready for occupancy « 
the last curtain rod and brick in the fire 
place—not 4 portable, mind you, but « 
Anished livable rewdence 

The Navy replied “Show us” He did — 
im mine and one halt hours flat hetore as 
critical « 


be sand 


2 room 


quorum of housing experts as 


could be mustered in the nation + capital 
‘ 


Peedimg 


needed to buy in volume to create his pre Per pore alome the mdariral (rom 


THE CHASE NATIONAL BANK 


OF THE CITY OF NEW York 

A new campaign released by Chase 

National Bank of New York features a 

series of case histories showing how 

commercial credit is being utilized as an 

essential element in the prosecution of 
the war. 


nature out of any ad, and nobody 
would recognize it.” 

Answering the question, “Should 
there be any financial advertising 
in wartime?” with a resounding 
“ves,” Mr. Morse pointed out that 
“there will be less competition 
from national advertisers. Since 
most of them cannot deliver goods 
they have to confine themselves to 
keeping their valuable brand names 
alive. Stores will not be using tre- 
mendous quantities of space be- 
cause they will not have overloaded 


shelves to clear. Visibility for re- 
maining advertisements will be 
greater. Reader attention will be 


more easily obtained. More for your 
money will be the order of the day 
for those who buy white space.” 
Asserting that “today restless 
people are questioning every factor 
of the mode of life that ended for 
all of us, partially in October, 1929, 


completely in December, 1941,” the 
Commerce Department official con- 
cluded: 

“Advertising, the all - important 
force behind the American stimu- 
lated-demand economy, has _ been 
under heavy attack. Much of this 


,has arisen from advertisers’ asking 


their advertising to carry more of 
the selling pob than it should, or 
using it for self-laudation. Much of 
it has come from advertising prac- 
titioners selling advertising as a 
force capable of doing more than it 
possibly can... 

“Financial institutions can win, 
or lose, their places in the sun by 
the degree of their willingness to 
sell their value to the greatest num- 
ber of people. Advertising, skill- 
fully prepared, widely used, offers 
them the surest, most economical 
method of telling their story. And 
in the resulting analysis, the banker, 
insurance official and trust officer 
will clarify his own perception of 
the service and the need.” 


DRAMATIZES CREDIT 
CASE HISTORIES 

New York, July 7.— The Chase 
National Bank, largest commercial 
banking institution in the country, 
has launched a campaign that 
strikes a new note in financial copy 
by dramatizing case histories of the 
application of commercial bank 
credit to the war effort. The series 
will run during July, August and 
September in Business Week, For- 
tune, Time and Wall Street Journal. 

Opening insertion in the series, 
prepared by Albert Frank-Guenther 
Law, explains how a bank loan en- 
abled a lumber merchant to pre- 
sent the Navy with a war housing 
proposal and carry it through with 
unprecedented speed. 


Caterpillar Issues Book 

Caterpillar Tractor Company, 
Peoria, Ill, has published a new 
black-and-white booklet entitled, 
“Caterpillar Diesels Go to War.” 
Both combat and non-combat use 
of Caterpillar products are de- 
scribed and pictured. 


Publishers Will 
Consult with WPB 
on Transportation 


Washington, D. C., July 7.—Ap- 
pointment of a publishing and print- 
ing industry transportation advisory 
committee was announced by the 
WPB today, with E. W. Palmer, as- 
sistant chief of the printing and 
publishing branch, government 
presiding officer. Industry mem- 
bers are as follows: 

Charles J. Bevan, Rumford Press, 
Concord, N. H.; Herbert F. C. 
Brown, Western Printing & Litho- 
graphing Company, Racine, Wis.: 
C. A. Cobb, Ruralist Press, Atlanta; 
Robert A. Cooke, American News- 
paper Publishers Association; B. J. 
Hanrahan, Cuneo Press, Chicago; 
Harold M. Hansen, R. R. Donnelley 
& Sons, Chicago; Louis H. Palmer, 
Curtis Publishing Company, Phila- 
delphia; Clarence C. Schmieding, 
Crowell - Collier Publishing Com- 
pany, Springfield, O.; Claude R. 
Steadman, Kingsport Press, Kings- 
port, Tenn.; M. T. Turner, Metho- 
dist Publishing House, Nashville; 
Louis Traung, Stecher - Traung 
Lithograph Corporation, San Fran- 
cisco; and Nicholas L. Wallace, 
Time, Inc., New York. 


Switlik Parachute 
Appoints Maxon 


Switlik Parachute Company, 
Trenton, N. has appointed 
Maxon, Inc., New York, to prepare 
an institutional advertising cam- 
paign. Peter Hilton is the account 
executive. 

Schedules have not yet been com- 
pleted, but copy will emphasize 
Switlik’s part in the war effort and 
steps being taken by the company 
to accommodate post-war needs of 
an expanded aviation industry. 


as 


Harker Joins ‘Sunset’ 

Ralph Harker, advertising man- 
ager of Seattle Times, will join 
Sunset Magazine, San Francisco, 
Aug. 1, as assistant to the publisher 
on advertising department work. 


ae 


How 


E in the nation’s Capital, where there are no 


industries, the 42,668 workers of the Navy 


Department make a “factory:’ And although many 


of these employees sit at desks or operate comptom- 


eters instead of giant cranes, their total number is 


typical of war-time industry. 


Similarly, their total monthly payroll of almost 


eight and one-half million dollars is well worth 


thinking about. 


These sums of men and money are as important 


WASHINGTON’S 50,000 WATT STATION 


Owned and operated by Columbia Broadcasting System. Represented by Radio Sales with 


Hie 


actory ? 


in Washington, D.C., as they would be in Pitts- 


burgh or in Gary. Thus the Navy Department is 


another one of Washington's smoke-stack-less 


“industries”. ..one which is a factor in the city’s top 


per-capita income ranking. 


WJSV leads in volume of local and national 


spot business in this wealthiest metropolitan mar- 


ket. To reach Washington “industry; use WJSV... 


the Capital's only 


50 kw. station. 


offices located in New York, Chicago, Los Angeles, St. Louis, San Francisco, Charlotte 
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Did Mr. Fly Mean It? 


In his testimony before the com- 
mittee on interstate commerce of 
the House of Representatives, con- 
sidering new legislation affecting 
the Federal Communications Com- 
mission, Chairman James L. Fly 
made a comment which has not had 
the publicity it deserves. Its sig- 
nificance seems to us to be consid- 
erable, because of its implications 
concerning the maintenance of 
commercially sponsored radio as 
contrasted with government owned 
and controlled broadcasting. 

The official transcript of the testi- 
mony containing Mr. Fly’s state- 
ment is as follows: 

Mr. McGranery: Speaking about 
advertising, is there any difference 
in the standards of advertising 
between these networks? 

Commissioner Fly: I do_ not 
know. Nobody listens to advertis- 
ing except the people that are doing 
it, sir. I would not want to say. 

Perhaps Mr. Fly’s statement that 
nobody listens to advertising on the | 
air should be dismissed as an off-| 
hand remark rather than a consid- 
ered opinion; but sometimes spon- 
taneous comments of this character | 
reflect deep-seated opinions and) 
prejudices more accurately than) 
would a more carefully thought out | 
statement. Consequently it 
of the FCC actually 
wants to believe, that nobody lis- 


believes, od 


tens to broadcast advertising and 
that therefore it will not be pos- 
sible to maintain permanently the 
American system of broadcasting 
on a basis requiring commercial 
support through the sponsorship of 
programs. 

Assuming that Mr. Fly really 
thinks this way, would not his con- 
viction that broadcast advertising 
is ineffective and therefore may 
ultimately disappear for economic 
reasons explain some of his ideas 
about the sort of regulation which 
should be applied to the entire 
broadcasting industry? This is not 
an academic question, but one} 
which deserves consideration and 
analysis by advertisers, broadcast- 
ers and perhaps Mr. Fly himself. 

As far as the facts regarding 
radio advertising are concerned, 
advertisers have been able to for- 
mulate policies regarding their use 
of the medium based on their own 
results, which have been sufficiently 
good to build a large volume of 
business. Hence it seems safe to 
assume that people not only listen 


to the radio, but also to radio 
advertising. The facts are easily 
available to the student and, of 


course, to Mr. Fly. 
After all, it’s hard to believe that 


may} Mr. Fly was really serious in his 
very possibly be true that the head| statement to the committee. 


But if 
he didn’t mean it, a_ correction 


seems to be in order. 


Labor Is News 


Labor, meaning 
and the part it is playing in our 
production, — social 


organized gene 


| 
and political | 


These remarks are suggested by 


the suit which has been filed by) 


Montgomery Ward & Co. against 


activities, is big news these days.| the McGraw-Hill Publishing Com- 


At the moment the question of | 


stabilizing wages has great impor- 
tance from the standpoint of pre- 
venting a further contribution to 
the inflationary spiral which we are 
trying so hard to avoid. And cer- 
tainly labor is important in getting 
out the plus’ production which 
American industry is delivering to 
the war effort. 

Because labor is so important, it 
is news. Business publications espe- 
cially are giving discussions of 
national labor policies and _ indi- 
vidual labor controversies far more 
space than formerly. And most of 
them have learned that to make 
this news of real value to their 
readers, they must treat it objec- 
tively, and not as protagonists of 
business only. Business needs the 
interpretive service of its press in 
order to understand current trends 
and to make necess@ry readjust- 
ments based on the changing posi- 
tion of labor in the economic world. 


pany as the result of a news story 
in Business Week reporting its diffi- 
culties with labor unions. Without 
attempting to discuss the facts in 
this particular case, we believe it 
is fair to that the business 
press, in general, is endeavoring to 
be of service to business in report- 
ing frankly current developments 
in the relationships between large 
enterprises and their employes. It 
is not a service to anybody to refuse 
to face issues as they emerge from 
the present confusion, nor to with- 
hold critical comment when either 
business or labor refuses to adopt 
policies which are essential to the 
public welfare. 

We hope the business press will 
continue to recognize labor as news 
and to play an increasingly impor- 
tant role in bringing about a better 
understanding between the major 
elements in industry, which now 
are learning to work together for 
the common good. 


say 


ADVERTISING AGE 


THE NEGATIVE VIEWPOINT 


Collier's 


"This is Mr. Rigney, in charge of our developing and printing!" 


Ad-libbing 


Goodbye Coffins 


It wasn’t so long ago that you had 
to have a handkerchief handy every 
time you pored through a general 
magazine—the insurance ads were 
masterpieces of tear-jerking. There 
was always the widow, grief - 
stricken because John had _ failed 


to provide for her and Junior. The 
horribly mangled bodies lying 
alongside smashed cars were de- 


signed to warn you of the greedy 
hand of Death. The flames shoot- 
ing out of the Old Homestead’s 
windows reminded you about that 


fire insurance policy that lapsed 
last week. 
But now, in the face of world 


tragedy and heartache more intense 
than anything the insurance copy- 
writers ever conceived, comes a 


ATLANTIC 
Mutual INSURANCE Company 


aie STOHET © we 


new spirit of lightness — which 
clicks with us and permits the 
saturated hanky to be handed over 
to the salvage man. 

This Atlantic Mutual ad typifies 
the sort of copy we hope more in- 
surance advertisers will take to 
their ample bosoms. Death is a dull 
subject: let’s be gay while we can. 


Color Facts 

Anybody who feels like orating 
about what colors sell best in con- 
sumer goods had better stop gen- 
eralizing. A glance at Eagle Print- 
ing Ink Company’s newest survey 
on color acceptance proves quite 
conclusively that it all depends upon 
what you're selling. 

In interior paints, the cream, 
ivory and buff families account for 
more than two-thirds of all sales; 
in exterior paints, white holds a big 
lead, with deep green and gray next 
in order of popularity. In rugs and 
carpets, rose and beige seem to rule 
the roost: while in blankets, the 
favorites are dusty rose and blue. 
Clear crystal now occupies top spot 
in tooth brushes, with blue, red and 
green following in that order. 

Among kitchen wares, red has 
the greatest appeal. And just for 
the record—assuming that the auto- 
mobiles of the future have little in 
common with those of the past— 
manufacturers’ production records 
indicate that 26 per cent of the 
latest models were black. Light 
and deep gray came second, 10.2 
per cent; maroon, 7.7 per cent; light 


and deep olive green, 7.7 per cent. 


| 


Jottings 
Kotula Advertising, New York 
agency specializing in aviation 
products promotion, has decided to 
go after new business with a cam- 
paign in aviation papers, warning 
manufacturers in this field that 
“whether you realize it or not, your 
advertising is fighting your post- 
war battle for business now.” 
Bausch & Lomb reminds its 
workers that they’ve got a real job 
on their hands before victory can 
be won, by imprinting powerful 
slogans on weekly pay envelopes. . 
The names of more than 2,500 
men in the armed forces, who hail 
from the men’s wear industry, were 
recently inscribed on an honor roll, 
published in Men’s Wear... 
Mergenthaler Linotype Company 
is crusading against type screening, 
to which we add our hearty endorse- 
ment. The company has prepared a 
booklet which shows that readabil- 
ity losses of as much as 38 per cent 
result when type is screened. In 
addition, says Mergenthaler, costs 


have been unwarrantedly increased, | 


time has been lost, and zinc has 
been used unnecessarily in the 
screening operation. . . 

Bendix Products Division  re- 
cently issued the first of a series of 
technical texts as a contribution to 
the intricate problem of servicing 
the automotive equipment of the 
armed forces as well as other essen- 
tial automotive equipment. The 
first book, “ABC of Vacuum Power 
Brakes,” started off with a tenta- 
tive print order of 20,000 or 30,000, 
but since one Army office has 
already ordered 5,000 copies for 
basic training and_ reference, it 
looks as though the final figure 
would be higher. S. V. Harding, 
advertising manager, wrote the 
power brake manual.. . 


The Hawaii Tourist Bureau sends | 


us a postcard to advise us that they 
are “still raising cane” out there, 
and that they'll be just as eager to 
greet us after the war as they ever 
were before. . . 

An unusual job is being done by 
the job placement committee of St. 
Louis Chamber of Commerce’s sales 
managers bureau, under the direc- 
tion of G. R. Ames, sales manager 
of Royal Crown Bottling Corpora- 
tion. Working with the United 
States Employment Service, this 
committee has enlisted the coop- 
eration of local sales managers and 
is registering and classifying dis- 
placed salesmen, after which their 


cards are turned over to a special | 


section of the Employment Service 
for replacement. Several hundred 
men have already been placed 
through the committee's efforts. 

A brief but forthright and under- 
standable exposition of the place of 
advertising and _ selling in the 
American economy has been woven 
into the “Jimmie Allen” radio series 
by Russell C. Comer Advertising 
Company, which is contributing the 
program in Kansas City while 
KCKN contributes the time. . . 
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Information 
for 
Advertisers 


The following documents may be 
secured without charge from com. 
panies sponsoring them, or through 
ADVERTISING AGE, by any naticna] 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 2013. 100 Best Posters of 1°41, 


Outdoor Advertising Incorporé ed 
has issued this new edition of its 
annual book, which reproduces ‘he 
work of many leading poster art sts 
for a wide variety of product clas;i- 
fications. 


No. 2014. 57 Ways to Plug Wiur- 
time Profit Leaks. 

A check list of 57 waste-sav ng 
ideas for wartime business is cc n- 
tained in this booklet just issued »y 
Lewis Advertising Agency. The sug- 
gestions cover the selling organ- 
ization, inventory, plant, packages, 
office routine and other details. 


No. 2015. Daytime Mail Response. 


Radio Station WHN, New York, 
|has issued this mail response mip, 
|indicating counties from which mail 
| was received in response to daytime 
programs. 


No. 1966. As Certain as Sunday. 


| ‘The firmly-rooted habit of Sun- 
‘day comic section reading among 
‘adults as well as children, and the 
certainty of assimilation of an 
advertising message in this medium 
}are brought out in this folder issued 
‘by Metropolitan Sunday News- 
papers, Inc. The facilities of the 


.|Metropolitan Group are outlined, 


| with figures on coverage and comic 
| section readership. 


‘No. 1956. 
Data. 


Radio Station WSGN has issued 
|this market study of northern Ala- 
bama and the city of Birmingham. 
A county breakdown of market 
| statistics is provided, with maps of 
| coverage areas. 


No. 1987. If You Had Four Apples. 


This folder, issued by the Los An- 
|geles Times, provides a record of 
Los Angeles newspaper linage 
broken down by classifications, with 
| the figure for total display and total 
|advertising for the first three 
months of 1942. 


No. 1950. “There’s a Woman in the 
Galley, Sir.” 

“Blow me down,” says this nau- 
tical-minded folder, issued by Radio 
| Stations WBZ-WBZA to tell the 
story of WBZ’s Home Forum. It 
_gives the background of the pro- 
gram and its director, lists current 
sponsors, and reproduces some com- 
ments from users about the job the 
/program is doing for them. 


Circulation and Market 


’ 


No. 1971. The Memphis Trade 
Area. 
Memphis Publishing Company, 


publisher of the Commercial Appeal 
and Memphis Press-Scimitar, has 
|issued this new map, which incor- 
| Porates sections of the four states 
making up the Memphis trade area. 
A table provides figures on retail 
|sales, population and newspaper 
coverage of counties and towns over 
| 2,500 in the market. 


No. 2011. American Scene, 1942 

Ideal Women’s Group has issued 
this survey of its readers, which 
| gives a report on Ideal reader fam'- 
lies, their occupations and incomes, 
ownership of homes, automobi'es 
and electric appliances, with a <e- 
tailed readership tabulation. (ne 
section of the booklet shows the use 
and place of purchase of 22 classes 
of beauty preparations. 


No. 2012. 
to Tell. 
Crowell-Collier Publishing Com- 
pany has issued this booklet about 
the necessity of advertising in wt 
time, reminding manufacturers ©oP- 
verted to war production that * 
“cheaper to hold a market than 
_re-acquire one.” 


The Story Industry ‘14s 
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mins, medicinals, cosmetics, toilet- | 
ries and toilet soaps—Colgate coop-| 
erates with druggists in the drive to 


/headquarters!” The ad reproduced | 


a 

Joilet Goods Copy 

Geared Closer | photographs of the various displays) 
_and sales aids to be furnished, and 
_remi lers that “y h 

to War Effort a s sek wie oe we he 


toiletries, cosmetics and toilet soaps) 

New York, July 9.—Plans for|—for remember, this is a campaign | 
gearing their promotional activities ~~ morale as well as 
closer to the war effort were dis-| health! 


| 


closed by two leading toilet goods | 


manufacturers this week, when Kimball to ‘American’ 
Lehn & Fink Products Corporation | Edward H. Kimball. for the past 
moved to assure consumers that its| 14 years with Capper Publications, 
products do not use materials essen- most recently in the Detroit office 
tial to victory, and Colgate-Palm- for Household Magazine, has joined 
olive- Peet Company launched a|the Chicago advertising staff of 
point-of-sale campaign emphasiz- | American Magazine. 

ing morale on the home front. 


Largest Summer 


make your store official ‘keep a Drive to Plug 


Bonded Whiskies 


New York, July 8.— Increasing 
both the size of advertisements and 


| frequency of insertions, National 


Distillers Products Corporation has 
launched its largest summer cam- 
paign for bottled-in-bond whiskies. | 


| Scheduled in accordance with local 


tastes, drives for Old Overholt and 
Mount Vernon brands will appear 
in rye markets, copy for Old Grand 
Dad and Old Taylor in bourbon 
markets, and ads for all four brands 
in mixed territories. 

The newspaper series in larger 
markets will be punctuated at in- 


tervals with 400 and 600-line ads, | ular fall campaigns are picked up. 
while smaller insertions will appear) Arthur Kudner, Inc., is the agency. 
several times weekly in a total of| —_—— 

132 markets. Monthly copy now ap- . 
pearing in a list of 15 to 20 maga-| YOUNG to Crowell-Collier 
zines will be continued, and new, Gerald W. Young, director of 
seasonal copy themes will be intro- publicity and head of the journal- 
duced. ism department at Ohio Wesleyan 


; . .... university, will do special circula- 
The Old Grand Dad series will|tion promotion for Crowell-Collier 


center around the familiar grand-|pyblishing Company during the 
father’s bust that serves as a trade- summer months. Mr. Young pre- 
mark, and the reasons for the} viously spent 11 years with the 


brand’s position as “head of the| company’s circulation department. 

bourbon family.” Old Taylor ads| See 

will highlight the prestige behind Ward Expan List 

the signature on the bottle, and in ita ds Equi 

smaller ads will present puns on the | ort = Farm ' sr 

brand name, such as “What’s your | Journa ond  Fermers sweater 
: aa. po Ande Guide, both of Minneapolis, have 

pet Julep “tery Rg Must be| appointed James A. Ward as Chi- 

Taylor-Made!” The drive will ex-|cago representative, effective im- 

tend through the summer until reg-! mediately. 


All of Lehn & Fink’s magazine | 
copy will henceforth include a 
small, circular seal which proclaims 
the company’s policy of not using | 
ingredients necessary to defense. 
“Victory First,” the newly-added | 
seal reads. “Our Policy ... not to 
use any ingredients now requested | 
for war use,” followed by the firm’s 
signature. To help retailers answer 
customers who ask, “Will it help us 
win the war if I stop buying cos- 
metics?” the company has scheduled 
insertions in business papers in- 
forming druggists how to answer 
customers’ questions. 


Answer to a Puzzled Lady 


Picturing a somewhat puzzled 
young lady asking, “Say, Uncle Sam 
—is it okay for me to buy cos- 
metics?” the business paper copy in- 
forms the retailer, “You answer: 
since cosmetics are in_ stores, it 
means Uncle Sam didn’t request the 
contents or packages for war needs.” 
Below are answers to typical ques- 
tions likely to be encountered con- 
cerning soap, hand lotion, compacts 
and lipstick cases, deodorant 
creams, tooth powder and _ paste, 
and containers for the latter. A 
postscript announces that “reprints 
of this advertisement are available 
for sales-training purposes.” 

Colgate - Palmolive - Peet’s new 
promotion is designed to help drug-| 
gists hurdle the sales barrier set up) 
by those consumers who consider it 
“unpatriotic” to buy toiletries and 
soaps during wartime. Large space 
ads, announcing the promotion to 
the trade, have already appeared in| 
a dozen business papers. Retailers 
will receive window posters, store | 
banners, merchandising tables and) 
counter displays, as well as “keep| 
fit’ newspaper mats and sales circu- | 
lars. 

Copy announcing the promotion| 
stated that “. . . the huge program | 
to maintain national health and mo-'! 
rale opens vast new markets for) 
antiseptics, first-aid supplies, vita-| 
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KAUFMANN FABRY 


fs - TVUBASHOAVE CHICAGO 


WhoXX(QA MINUTES. Hoo COUNT! 


KEEPS THE READING 


Sometimes a few extra minutes make a big difference! Ofttimes an ad- 
rertisement needs only a few extra minutes in which to work... a few 
extra minutes fo win attention ...a few extra minutes for profitable 


impressions ...to be a smash hit instead of a near miss. 


In Cosmopolitan your advertising gets these extra minutes. Cos- 
mopolitan prints more editorial words per issue than any other major 
magazine. Consequently, readers spend more time with every issue, read 
it more leisurely, come back to it more often. (Ask to see Elmo Roper’s 


study of the extent to which people read nine leading magazines.) 


More leisurely reading means more leisurely selling ...more time 
. & : & 


for ideas to sink in, take root, All of which means more sales! So if you 


tan’s extra minutes... more leisurely reading ... insure it the great differ- 


| have a good advertisement, give it the best chance possible, Let Cosmopoli- 
. . . 

| ence between brush-off and pay-off in millions of homes. 

} 

| 


a 
Unsauypoltian 


LA MPS 


LIT 


it can be told! 


W.C. Fields, who wrote The Trou- 
ble With Women (Aug. Cos.), is the 
only person ever to say thanks for 
the A so to our editors individu- 
ally and the magazine collectively. 
After two notes to the editors, he 
wroteanothertoCosmopolitan.His 
note-paper is baby blue, very sheer, 
engraved with signature in white. 


MS. for the Lpstein story, I Licape 
from the Japs, (Aug.) was hard to get. 
Harry Brundidge spent days reach- 
ing Epstein in Kweilin. Storystarted 
arriving in sections, by wireless. 
After each section, nerve-torturing 
delay. Last section, mostimportant, 
terrific delay. Finally, right at dead- 
line, Epstein came through. 


= \ 

" wha \ 

Ms 
Te 


tee 


b 

Mrs. Parkington, Bromfield’s great- 
est novel and current Cos. serial, 
has been bought by MGM. Louella 
Parsons says, ‘Louis B. Mayer was 
like the cat that swallowed the ca- 
nary in telling of the purchase, for 
it is a book that had every film 
company in the business bidding 
for it. | haven't an idea what was 
paid, but I know it was plenty, for 
the story is perfect for the movies.” 


Best MacArthur story to date is our 
current (Aug.) Cosmopolite of the 
Month. Clark Lee, who wrote it, 
escapedfrom Bataan one weekahead 
of the General, arrived in Australia 
weeks after. How Lee got out is 
mystery. Incidentally, his wife is a 
a real Hawaiian princess. 


7 


F Here are Sergeants 
Moore and Sanger 
who wrote We Fight 
with the Flying Ti- 

. gers (Aug. Cos.), 
first long piece by any of the 
Tigers. M. and §S. s 
are now in Holly- 
wood, experting a 
picture on A.V.G, 


Spark that resulted in Beauty and 
the Bike came from a Chicago rep 
who saw some funny pictures in an 
1895 Cos. When Editor Whiting 
saw them, she commissioned Jon 
Whitcomb to do the job. Then the 


Navy commissioned Jon. 


| 
We've found at least two news- 
paper men who modestly admit 
they're the original inspirations for 
Hiram Holliday. Butchancesare that 
Hiram isa little wish-projection on 
the part of Paul Gallico, whose 
career is equally colorful. In any 
case, Hiram is currently off to an- 
otherglorious American adventure. 


Maybe you recall a Cos. story, Re- 
mote Control, back in ‘36, by Major 
Alfred Fredrich Kalberer. Was he 

roud of that! Are we proud of 
Pim! He led the American squad- 
ron in recent bombing of Italian 
fleet in the Mediterranean, and 
is telling this story in Sept. Cos. 


/¢. 


LONGER 
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Consumer Goods 
Quality Standards 
Pushed by OPA 


Washington, D. C., July 8. — The 
increasing amount of attention be- 
ing accorded the development of 
standards for consumer goods by the 
Office of Price Administration was 
emphasized here this week in con- 
nection with a reorganization of the 
consumer division announced by 
Leon Henderson. 


“His wife has been listening to W FDF 
Flint 


ping.” 


Michigan and she’s gone shop- 


| revealed. 


Formerly a_ section within the 
OPA consumer division, the stand- 
ards setup will henceforth become 
a separate branch of OPA, the de- 
tails of which nave not yet been 
Elsewhere in this issue 
is a report, reflecting Mr. Hender- 
son’s conviction that standardization 
must be given impetus if OPA ceil- 
ing edicts are to stand up. 

Has Several Units 

The OPA consumer division now 
comprises the following units: con- 
sumer requirements branch, headed | 
by Rolf Nugent; program activities, | 
including work with civic and wo- 
men’s groups, Ruth Ayres; educa- 
tional relations, Alvin Eurich; com- 
mercial relations, Wroe Alderson, on | 
leave from his post as market re- 
search director of Curtis Publishing 
Company; editorial branch, William 
H. Wells; field staff, Sargent Childs. | 

Robert E. Sessions continues as 
head of the consumer division. One 
of his special assistants is Victor M. 
Ratnor, formerly with Lord &| 
Thomas. 


_‘FUTURE DELIVERY’ 


BUYING STUDIED 

College Park, Md., July 7.—Ad- 
dressing a conference of Maryland 
school administrators here yester- 
day, Rolf Nugent, OPA official, dis- 
closed that careful consideration is| 
being given various proposals call- 


Appoints Seberhagen 


ing for payment in advance for post- 
war delivery of heavy consumer 
goods such as automobiles, refrig- 
erators and other appliances. Under 
such a plan, he said, the prospective 
automobile purchaser, currently in- 
eligible for a new car, would buy 
an “automobile bond” from his local 
dealer. 

After the war is over he would 
surrender the bond and be guar- 
anteed preferential delivery on his 
purchase. Several advertising or- 
ganizations have been campaigning 
for such a procedure as a means of 
controlling inflation and contribut- 
ing to post-war stabilization. 


JUDGES SELECT WINNING FLAG COVERS 


Abrasives Names Bates 
Abrasives Products, South Brain- 
tree, Mass., has appointed Dave 
Bates, formerly sales manager for 
Kelvinator, Bendix and General 
Electric companies, as manager of 
its specialties division. He will have 
charge of national distribution for 
two new products, Fire-Gard, fire 
resistant paint, and Firex, fire ex- 
tinguisher for incendiary bombs. 


The eight magazines awarded honors in the 1942 magazine flag cover program 
of the National Publishers Association are shown on the map display, along with 
four of the judges officiating for the United States Flag Association: Margaret 
Bourke-White, photographer; Paul Berdanier, J. Walter Thompson Co.; David 


Finley, National Gallery of Art, and Maj. Royal M. Alderman, U. S. Army. 


Seberhagen, Inc., Philadelphia, | 


has been appointed public relations | ° la 

counsel for Tank Lines, 10 Alley & Richards | House & Garden’ 
York, Pa., operator of fleet of | . 
motor 
Eastern seaboard. 


Coastal 
a 


Langley C. Keyes has _ joined | 
servicing 


the| Alley & Richards Company, Boston,’ " 
| as account executive. "| Wins Top Award 


tank trucks 


for Flag Cover 


Washington, D. C., July 7. 
House & Garden emerged this we 
with the coveted cross of hono 
grand award by the United State 
Flag Association for the most out 
standing cover design featuring th: 
stars and stripes. 

House & Garden and seven othe 
magazines were singled out by 
national jury of award for patrioti 
service crosses, with the top honor 
going to the Conde Nast publica- 
tion. Crosses were awarded in fou: 
classifications: monthly magazines 
Harper’s Bazaar; weekly magazines 
Time and This Week Magazine: 
organization and trade magazines 
Infantry Journal and Modern In- 
dustry; and house organs and mis- 
cellaneous, “Nylic Review” and the 


“Merck Report.” 


When Mrs. M. K. of Seattle, Wash., 
wanted someone to overhaul her Kelvin- 
ator she referred to the Classified and 
called a nearby dealer who was listed 
under the trade mark of Kelvinator. 


ee Mrs. C. F. of San Diego, Cal., had an 
= ABC washer in need of servicing. She 
ae referred to the Classified, located the 


ABC trade mark heading, and called an 
authorized outlet. 


Mr. W. P. while in New Orleans, La.., 
wanted service on his Dodge car and 
consulted the Classified Telephone Diree- 
tory. Under the Dodge-Plymouth trade 
mark he found a service station. 


When Mrs. R. G. of Des Moines, Ia., 
wanted her White Sewing Machine serv- 
iced, she looked in the Classified and 
called an authorized outlet appearing 
under the White Trade Mark. 


Mr. F. S. of Jersey City, N. J., had a Na- 
tional cash register in need of repair. 
He looked in the Classified under the 
National Cash Register trade mark head- 


When her Philco radio failed, Mrs. S. R. 
of Los Angeles, Cal., consulted the Classi- 
fied pages, noticed the Philco trade mark 
heading, and called a service dealer who 


Seventeen artists comprised the 
| jury of award, with Vaughan Flan- 
nery as chairman. Virtually every 
|magazine in the nation joined in 
‘featuring the flag on the cover 
| which reached the newsstands clos- 
jest to July 4. 


Prince & Co. Moves 


Prince & Co., Detroit advertising 
agency, which was recently organ- 
ized as successor to The Electro- 
graph Company, has moved its head- 
quarters and processing plant to 503! 
Grandy avenue, Detroit. Its former 
location is being taken over by 
Timken Detroit Axle Company for 
war work. Prince & Co. maintains 
a New York sales office at 551 Fifth 
avenue. 


Features Shoe Cleaner 
James Fisher Company, Montrea!, 
is placing a summer test campaign 
for Beaver Products Company's 
Ideal white shoe cleaner in Toronto 
and Montreal daily newspapers. 


COLUMBIA'S 


0) Your dealers can get more 


SERVICE BUSINESS 
through the Classified 


During these strenuous times people who own your products will 
want to keep them in good repair. Many of them will look for your 
authorized dealers in the Classified section of their telephone directory. 
If your local dealers are listed under your trade mark they will get 
more service business. Thus, the Classified helps to strengthen dealer 
relations and brings in service business. 


May we give you the details on this tested plan? Just 
call the telephone company and ask for the Directory 
Advertising Representative. 


ing for the authorized dealer. 


was listed under it. 


STATION 
FOR THE 
SOUTHWEST 


CTORY 


—| = 


CLASSIFIED ‘TELEPHONE DIRE 
youn BRAND NAME 
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E. 4 Finneran, DMAA Cancels Conclave; MBS Adds Shareholders Joins Patent Cereals ‘Heads Radio Dept. 
N tonal Dairy Ad Plans Sectional Meetings Three additional member _ sta- Edward F. Becker has_ been Clair Shadwell, for three years 
a 


: oF scantial sconig. |tions of the Mutual Broadcasting @PPointed sales manager of the program director of Station WSAI, 
: agg precede vaio Spence System, WFBR, Baltimore, WCAE, department of atieesives and clean- Cincinnati, and later sales service 
Head, Dies at 59 convention, etiataied tor Gh. Laaia. Pittsburgh and WGR, Buffalo, will = of — Cerea a Company, manager, has resigned and is now 
Oct. 8-10. The action was taken in| become shareholders in the net- Geneva, . Y., manufacturer of with Perry-Brown Advertising 
New York, July 7.—Funeral serv- recognition of the growing wartime work, and one present stockholder, —_ ary paar, oe wall Die, >. Agency “a _,. of a newly- 
ives were held in St. Patrick’s transportation needs of the nation,| United Broadcasting +e Mmpany aes tuck talk eal aaa SS SS ee 
Catnedral today for Emmett J. and the national policy of dis- (WHK-WCLE, Cleveland and need ther oad By He ain f = Y&RPr Cc 
inneran, sales couraging conventions by associa- 'WHKC, Columbus) will increase its @n@ other pro mess. Pht He omotes Cates 
Finne pee pol ltions. Plans are now under way Shareholdings in accordance with merly a special sales representative Gordon Cates, account executive 
and ’ vertising lfor the scheduling of one-day work the network’s plan for enlargement for National Biscuit Company. Mr. for Swan soap, has been named 
directo! of Na- sections, sponsored by DMAA in and diversification of its stock own- —e succeeds Chas. R. Mellen, vice-president of Young & Rubicam, 
tional Dairy collaboration with local groups, to ership among radio stations affili- Who has been commissioned a Cap- |New York. He will continue to 
Products Cor- be held during the fall in New ated with the chain. tain in the Army ordnance divi- supervise the Swan account. 
eng 4 sion. 
poration. Mr. York, Chicago, Boston, St. Louis, _ 
Finneran died Detroit and possibly other cities. - 
Saturday morn- Despite the cancellation of the Gets Insurance Accounts NAB Names Malo MAILING SERVICE 
ing at his home general convention, the “Direct Carter-Thomson Company, Phil- William F. Malo, commercial : , oa i 
in Harrison, N. Mail Leaders” contest of 1942 will adelphia, has been appointed ad- manager of WDRC, Hartford, has Multigraphing — Filling-in 
y. after a three be held bene originally planned, fea- vertising one for Harleysville been _ appointed to the sales man- Addressing—Mimeographing 
months’ illness. turing wartime uses of mail order Mutual Casualty Company and agers’ executive committee of the 
at the age of 59. 


and direct mail produced between’) Mutual Auto Fire Insurance Com- National Association of Broadcast- THE LETTER SHOP, Inc. 
; ; Dec. 7, 1941 and July 4, 1942. pany, Harleysville, Pa. ers. , e 
ile was instru- 

mental in mak- 


ing the milk and 
ice cream industry advertising-con- | 
scious, and helped found the Seal-| 
test system of laboratory protection, | 
which provided a symbol for use in 
national advertising. In 1925, shortly 
after joining the newly formed 
General Ice Cream Corporation, Mr. 
Finneran coined the trade name 
“Fro-Joy” to replace about 50 local 
ice cream brands then distributed 
between Buffalo and New England. 

He began his career as a news- 
paperman, serving both as reporter 
and space salesman. Starting on 
the advertising staffs of the Kansas 
City Journal- Post and Star, he 
afterwards became publisher of the 
Daily Guard, Eugene, Ore., and later | 
publisher of the Times Star, San 
José, Cal. Subsequently, in 1919, 
Mr. Finneran joined Gardner Ad- 
vertising Company in St. Louis as 
account executive. When Gardner 
expanded to New York, he was sent 
East as general manager and ex- 
ecutive vice-president to open the 
new office. 


440 8. Dearborn St. Wabash 8655 


E. J. Finneran 


HOUGHTFUL PLANNING 


S A SER CE TO THE NATION 


ee eae 


TB tas 


Continues Advance 


% 

In 1925 he moved to the newly 4g 

formed General Ice Cream Corpora- | ie 

" tion. Starting with the company as | e 


sales manager, he was later ad-| 


ee 


e vanced to vice-president in charge) 4 

of sales. General Ice Cream was a 4 
e subsidiary of National Dairy Prod- ie Goop ADVICE for busin ’ 
a ucts Corporation, and in June, 1930, t eee houses that cant 
y he joined the parent company as! Pe aff “11, . 
= i sent pa ggg Aare ea ; ord to lose good will: Keep trade connections 
r and was afterwards elected to the | a 


informed with printing, and in the end your 


trade will keep you! 


board of directors. It was while in, 
this position, which he held until | 
the time of his death last weekend, ‘ 


that Mr. Finneran initiated a num- 4 
- ber of well-known sales and adver- 8 . . 
~ tising promotion campaigns for all Layout man and printer by getting together in 
= subsidiaries of National Dairy Prod- i 
. ome advance can get unusual and effective printing 
3] Surviving are his widow, four ‘ 
r sons, a sisier and a brother, Jack ¢ using standard paper sizes, standard colors and 
iy Finneran, who was at one time ad- s 
I i, 


vertising director of the Scripps- 


standard weights. 
Howard Newspapers. 


Ad Managers to Meet 

Western Daily Newspapers Ad- i 
vertising Managers Association will ; 
hold its annual convention at Jas- 
per Park Lodge, Jasper, Alta., July 
3l-Aug. 1. 


You can get what you want. There is plenty of 
paper for direct mail advertising. Plan first... 


Save time—pDo IT Now! 


(Advertisement) 


Color Print Yields 
Finer Plates 


Solves Production 
Problems Arising 
trom Color Film 


For more than 10 years we have 


advised buyers of printing to 


“Qq i It Your Pri ton,” 


INTERNATIONAL 


PAPER COM PAN Y 


220 EAST 42nd ST., NEW YORK, N. Y.+ BOSTON~ CHICAGO CLEVELAND 


PAPERS /ox PRINTING cud CONVERTING 


“ur highly perfected technique 
you an art-copy color print 
fully reproduces Kodachrome 
n iper. We retain the lifelike. 
"eh quality of your film transpar- 


enc We can enlarge, reduce or 
Prin’ same-size. 

a print we call a Chromart 
tou can display it, retouch, air- 
ru paste into artwork It is 


ficent copy for plate-making 
from $38. Investigate this 


PHOTOCHROME LABORATORY 
837 N Fairfax Hollywood 


- Overnight by Plane 
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/ended the end of April, and the in-| of these materials March 31 is not) brau Brewing Corporation, Fort, will be available. i rati 
Industry Changes _dustry is producing, or preparing to| remedied considerably by war ord-| Wayne, Ind., has used its main- Cameras: Long 4 ore normal wor! 
| produce, at least a dozen war prod-' ers. Some plated ware is still being | tenance shop for war work and, operations were halted a month ago, ord 
‘ucts including range finders, in- made for the services, but most) starting with a small sub-contract, the industry cut civilian production nea 
‘cendiary bombs, fuses, gas masks | Production is far removed from the|has built up to orders exceeding| so that the ban on civilian output nor’ 
evea e y /and gun mounts. Tooling-up is stil] normal practice. Surgical instru- | $1,000,000. | was not as disruptive as it would Li 
going on in some plants, while | ments, cartridge clips and bayonets, Cigarets: Packaging has been the’ have been. A pot ey een per 
’ | others are completely converted and| @re now being made by silverware) only problem thus far, metal foil|/1s now i “ as a aire : rub 
ro uction tu y |employing more men than formerly. companies. having been outlawed and replaced| and Navy. Fi m and p otograph ¢ cast 
Refrigerators: Production ended with paper wrapping. Sales are) papers for singe "hes are Gull be- of 
April 30, and the industry is now Metal Cans Are Out ‘running 30 per cent ahead of 1940.| ing made, but the avy milita by 
Many Curbs Stop All making a great variety of war im- Beer: Breweries have had to stop) Whisky: Half of the distilled| demand may force curtailment. use 
° ofe ee a aval echoing } ‘ - they have spirits industry has been converted| Typewriters: Of the six manufac- but 
Civilian Manufacture: _plements, ranging from binoculars packaging in metal cans; they have) sp in the $85,000,000-a-year in- $20, 
' |\to projectiles and from machine delivery problems due to gasoline|to production of 190-proof ethyl | turers in the 00"; Joer | 
Others Are in Offing guns to propellers. and rubber restrictions; and metal| alcohol, and by Nov. 1 conversion) dustry, all except the smallest w } 
| Table silver: Manufacture of sil-| caps for glass bottles are now aj of the entire industry will be com- have stopped nag pore age e Joi 
Washington, D. C., July 9.—When| ver-plated flatware has practically) problem. Most breweries have no) plete. At the present rate of con- end of pee year i ance — 3 R 
Chairman Donald Nelson of the! ceased due to the scarcity of copper, war work, although two defunct) sumption, stocks available then will) put is _ Fett ae the 
War Production Board said last | nickel and zinc. The distressed con-| plants have been converted to alco-| last for five years. If the war con- because oO v g er al Har 
April that the barrage of curtail-| dition which resulted from cut-off hol production. One concern, Hof-|tinues that long, no aged whisky’ service demand for m im il 
ment and limitation orders then be-| 
ing issued would “change the face| 
of American industry,” he stated a 
fact which has neared accomplish- 
ment within the short space of three 
months. ; 
Most of the curbs ordered during 
the early spring have now reached | 
the point of full effectiveness. In-| 
dustries given a cut-off date after| 
which there was to be no more | , 
civilian production have reached | 3 
that point, for the most part, and| J 
from this point on the disappear-| e 


ance of hundreds of familiar manu- | 
factured products from the market} 


will continue at an_ accelerated | 


pace. 

A survey of the manufacturing 
field reveals that practically none 
of them remains unaffected by the 
exigencies of war. Some industries, 
including the manufacture of cloth-| 
ing and footwear and the proces- 
sing of food, are producing pretty 
much as before but their major 
customer is Uncle Sam. Even in 
these cases, many adjustments have 
been required in order to meet spe- 
cial needs of the armed services and | 
to substitute materials for those 
more vitally needed in other parts) 
of the war production field. 

Study Shows Changes 


A WPB study of how the most} 
familiar products have been affected 
by war’s demands disclosed the fol- | 
lowing: 

Home radios: Production was 
stopped in April. All of the big} 
manufacturers and many of the 
small ones have contracts for radio, 
signaling and detector apparatus 
needed by the services. Some small 
manufacturers and those who as- 
sembled receivers made by others 
have not received war orders yet, 
nor have most producers of wooden 
cabinets. 

Washing machines: This industry 
was the first to organize on an in- 
dustry-wide basis to make a single 
product—gun mounts. Each manu- 
facturer is making those parts for 
which he is best equipped, with 
three others performing the as- 
sembly job. Individual plants are 
also making a variety of tools of 
war, including land mines, shells, 
bomber turrets and airplane engine 
starters. Except for one major 
company, whose war contract was 
cancelled due to a change in the 
item, the industry is well settled in 
war work and employment is nor- 
mal or above. 

Vacuum cleaners: Production 
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WANTED 


oe & a 4% sand the way he has increased the output of his “grass factory" wins the ad- 

ceees ical Ae aw < + miration of the largest plant owner. He actually makes four blades of grass 
ANNOUNCERS | —— Nase S Obviously Su Fox, whose picture on Successful Farming’s August 
SALESMEN ~ oe — to aa ‘cover symbélizes Heart region prosperity, has plenty of money to spend for 
«the things he needs today. The War Bonds he’s buying will be earmarked for 

ge cgay Pn things he wants tomorrow. When the war is over, you'll find him still on _ a 
tion. ood pay. ' ing, still 
giving full particulars of i i ye eg anes “em ome ¢ 


experience and references. 
All replies held confiden- 
tial. Box 3728, ADVERTIS- 
ING AGE, New York. N. Y. 
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Joins ‘Harper's’ Staff 


ned. The industry is now | 
<ing around the clock on war | 
rs, and has contracts totaling) 


rly three times the value of its| 
nal products in 1941. 


ad Pencils: Demand is up 50 
sent, but material shortages of 
er erasers and wood for pencil 
are causing trouble. Makers 
echanical pencils have been hit 
estrictions on steel and copper, 
if which must cease in August, | 
this part of the industry has 
00,000 worth of war orders. 


Story to Dealers _ 


Blatz Broadside | 
Gives Advertising 


Milwaukee, July 8.—Blatz Brew- 
ing Company released a broadside 
to distributors and dealers this week | 
showing the advertising which the 
brewery is now using to promote 
Blatz beer. In impressive, four- 
color layout, the broadside capital-| 
izes on the theme “Good Taste,” | 
which the brewer has used in all) 


| 
displays samples of Blatz magazine, 


newspaper and outdoor advertise- 
ments. Blatz copy is appearing in 


four magazines (Collier’s, Esquire, | 


Fortune and Life), in 150 news- 
papers, and on 24-sheet posters. 


Continuation of Drive 
Although this is merely a re- 
minder of the campaign which was 


begun in newspapers and magazines 
several months ago (ADVERTISING 


| Ace, April 13), the broadside goes 


out of its way to play up the same 
copy themes: distinction, good taste, 


high standards of layout and typog-| 


Robert W. Carnahan has joined copy, and proclaims: “It’s Blatz, the) raphy. 
the Western advertising office of | brew for you in '42.” | The brewery’s agency, Henri, 
Harver’s Bazaar, Chicago. | The inside of the mailing piece | Hurst & McDonald, Chicago, pointed 
a ® 


hash dzvidends! 


T ISN’T an accident that the farmers of the Heart region, in 

which Successful Farming dominates, are the most prosperous 
in the nation. These folks were smart when they elected to settle 
in this 13-state Upper Mississippi Valley area. They are smart about 
their farming and their homes. They are smart about their spending, 
too. When they need something they buy it. They have plenty of 
money to spend—and buy War Bonds, too. 


Successful Farming is very close to these business-farmer Ameri- 
cans. This publication has their interest at heart, and they know it. 
Quite naturally, they respect the friendly, authoritative counsel on 
farm and home management which fills Successful Farming’s editorial 
pages. An example of this reader confidence is the manner in which 
they are heeding Successful Farming’s advice on planning for today 
and tomorrow! 


You, too, can plan your markets of today and tomorrow by 
reaching 1,200,000 subscribers—America’s best farmers—through 
Successful Farming. You can sell your goods to them right now. 
You can establish yourself with them for the future. No other farm 
publication can give you such intensive, profitable Heart region 
coverage. Meredith Publishing Company, Des Moines, Iowa. 


vertising men. 


June 29. Showed my 
popularizing science to 
writer. He said it still had too many 
five dollar words, and wanted to 
know why I couldn't put it into hotel 
English. In fact, treated me pretty 
rough, and said he supposed if I 
wanted to describe a fellow as a 
poor business man I would say he 
was “inept in monetary matters.” 

June 30. Spent a couple of hours 
with drawing board, T-square and 
colored pencils, working over some 
art department rough layouts which 
didn't please. Understand the pro- 
gressive pedagogues now say that 
every child could be taught to draw 
just as easily as he is taught to 
write. Would to heaven such a no- 
tion had been held in my _ school 
days. The ad maker needs the facili- 
ity to express himself in pictures as 
well as words, and if I were a young 


attempt at 
a newspaper 


copy writer again I would get a 
drawing teacher. 
July 1. W. L. is, perhaps, more 


deft at writing certain kinds of copy 
than any other man I know. 
He has a simplicity and a niceness 
in the choice of words which makes 
a piece of his text as clearcut 
cameo, He 
of printed 
become 


as a 
was raised on this kind 
advertising, yet he has 
equally good at daytime 
radio, and is the author of one of 
our most successful soap operas. If 
his career had been in the Navy, and 
he had been raised on a_ battleship, 
he would have among the first 
to learn to fly. 


been 


The Diary of an Ad Man 


This diary embraces the observations and reflections of 

one of America’s most prominent and widely known ad- 

It is presented in ADVERTISING AGE weekly, 

exactly as written, without benefit of “editorial direction” 
of any kind. 


trade, he said, but woefully lacking 
in the understanding of world affairs, 
political forces and international 
economics which the times call for. 
Ouch! 

July 8. Read with regret for the 
Reader’s Digest its attack on cig- 
aret advertising. A performance un- 
worthy of this fine publication. 
Based on inadequate testing, as any 
one knows who has made such vari- 
able experiments. This inadequate 
evidence then used to cast an air of 
scientific validity over such preju- 
dice words as “coffin nails." The un- 
derlying W.C.T.U. determination is 
revealed by treatment of Old Golds. 
This brand makes the best showing 
in the Digest’s own test for nicotine 
and throat irritants, yet makes no 
claims of this kind. Instead, it sticks 
to flavor, which Digest says is only 
basis for cigaret difference. But does 
this win applause? Not at all—only 
criticism for not stating quantity 
of flavorful leaf employed. 

July 4. Prodded by my 
after a fried chicken dinner, 
get the last of the late sweet cher- 
ries, in the top of the tree. Like 
doing the trade paper ads in a cam- 
paign, picking is slower in these top- 
most branches, so they are always 
put off to the last. But often the 
plumpest and sweetest cherries are 
there 


wife, 
to go 


July 5. Skimming through Card- 
inal Newman's great book, “Apol- 
ogia Pro Vita Sua” led me to cogi- 
tate on the apology for an ad man's 


July 2. Talked with a Washing- life If it is to have any permanent 
ton Big Shot who has seen some of meaning, I thought, it must be 
the leading admen there perform. aimed in the long run at reducing 
When | asked what he thought of the costs of distribution, so that 
them he said he was amazed at their more people can get more and more 
illiteracy Clever fellows at their goods for less and less 

out that the campaign follows nouncer coyly suggests that they 
recent editorials in brewery busi-; “get together.” This leads to the 
ness trade papers which have called’ melody being played in harmony 


for a higher standard of brewery 
advertising. A. M. Semones, ac- 
count executive, said that the cam- 
| paign was an effort to draw the 
advertising level a little higher than 
strictly competitive copy, and said 
‘one of the objects was “better art- 
work and better advertising in the 
brewery industry.” 

An interesting sidelight regarding 
Blatz posters is that they are not 
only projected in the lithographic 
studio which prepares them, but an 
actual board is prepared, and the 
poster is pre-tested for visibility and 
effectiveness. 


STRESSES QUART BOTTLES 


Cincinnati, O., July 8.—Not all 
bottlenecks are unwelcome, reasons 
the Red Top Brewing Company, 
and to test its reasoning, the brew- 
ery is blanketing its panel posters 
with a poster entitled: “The Bottle- 
neck That’s Always Welcome.” <A 
picture of a hand pouring a bottle of 
Red Top beer into 
tured. 
| The poster was first tested in key 
|markets throughout the country 
before being given general distribu- 
tion, and, according to the brewery, 


a glass is fea- 


was received enthusiastically by 
dealers and distributors. 
Mid-summer promotional plans 


for Red Top beer will center around 
the “quart” angle, with heavy em- 
phasis being given the larger-size 
bottle in view of government ra- 
tioning of bottle caps. Other media 
being used in the summer plans are 
radio, newspaper and point-of-sale 
displays. Joseph Advertising Agency 
handles the account. 


PLUGS ‘FRIENDLY’ BEER 


Louisville, Ky., July 7.—-Weav- 
ing its promotion around a “Get 
Together” theme, Falls City Brew- 


ing Company has launched an 
advertising campaign in its trade 
territory, using newspapers, Sunday 
supplements, outdoor, and spot and 
program radio. 

Typical copy stressing the 
Together” theme is illustrated with 
a photograph of a picnic, with text 
reading: “There is nothing like 
enjoying the same things, to make 
a good friend out of a _ casual 
acquaintance. Get together out- 
doors with people you like and 
Falls City beer.’’ Spot 
ments are musical, beginning with 
an orchestra braying a _ familiar 
tune discordantly, at which the an- 


“Get | 


announce- | 


and, naturally, to a commercial. 


Newspaper and spot radio pro- 
}motion is used in the Southeast, 
where Falls City has distribution, 
and the Sunday roto-magazine of 
the Louisville Courier-Journal, a 
15-minute sports review and a 
weekly half-hour musical show 


over WHAS are employed in the 
Louisville area. Anfenger Adver- 
tising Agency, St. Louis, directs the 
account. 


Promotes Cotton Rugs 


in Chicago Market 


With 800-line copy in the Chicago 
Sun and Tribune last week, Mar- 
shall Field & Co. introduced a new 


cotton rug produced by Karastan 
Rug Mills, New York, to supple- 
ment its line of wool - textured 
broadloom rugs. 

Karastan, which is owned by 
Marshall Field & Co., but markets 


its products through other stores as 
well, has already converted some 
of its mills to cotton rug production 
due to the pinch on wool supplies. 
Copy inviting Chicago consumers to 
the “first showing in America” de- 
scribes the Karastan cotton rugs as 
quality-tested products “of Ameri- 
can cotton, designed by Americans, 
and made in America.” 


FARM 
PUBLICATIONS 


OFFER 
THE MOST DIRECT 
WAY TO 
GET THOSE 
EXTRA 
FARM DOLLARS 
SPENT FOR 
YOUR PRODUCT 
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July 13, 1942 


Admen in the 
Armed Forces 


L. N. Norris, production manager 
of Stanfield & Blaikie, Ltd., Toronto, 
has been commissioned in_ the 
Canadian Army. Douglas Marshall, 
an account executive with the 
agency, has joined the Army. 

Creighton I. Perry, vice-president 
of Charles A. Rawson & Associates, 
Atlanta agency, has reported to 
Notre Dame University for training 


leading to a commission in the 
Naval reserve. 

Charles Fram, business manager 
of E. H. Abernathy Publishing 
Company, Atlanta, has been com- 
missioned a first lieutenant in the 
Army air forces and reported to 


Miami, Fla. 

Hal A. Leyshon, Miami * public 
relations counsellor and one-time 
editor of the Miami Daily News, has 


Army ordnance department and is) 
now stationed at the Des Moines, 


|Ia., ordnance plant. 


been commissioned a captain in the) 


Army air forces and reported for 
duty in Washington, D. C. 


Ladd Heystead, who has been 
with Arthur Kudner since the 
agency’s inception in 1935, has 
enlisted in the Army. Pvt. Hey- 


stead’s new book, ‘‘Preacher’s Kid,” 
the story of boyhood in a parsonage 
in a Pacific Northwest lumber town, 
will be published this fall by G. P. 
Putnam’s Sons. 

Harold F. Marshall, sales 
advertising executive of 
Webster & Co., 
steam heating manufacturer, 


and 
Warren 
Camden, N. J., 
has 


been ordered to active duty in the | 


Army air forces as a captain. Capt. 
Marshall was a first lieutenant in 
World War I, and saw fighting with 
the 88th observation squadron, 

A. Starke Dempewolf, formerly 
in the advertising department of 
Celanese Corporation of- America, 
New York, has been granted leave 
of absence to serve as a captain in 
the Army ordnance department. 
He has been assigned to Camp Sut- 
ton, N. C. 

D. B. Barnhart, McKeesport, Pa., 
classified adviser to the Pennsyl- 
vania Newspaper Publishers Asso- 
ciation, has been commissioned a 
first lieutenant in the Army air 


forces, and has reported to Miami, | 


Fla. 

Clay A. Rambeau, = executive 
assistant manager in charge of sales 
and publicity for Hotel Alms, Cin- 
cinnati, has been commissioned a 
second lieutenant in the Army air 
forces and assigned to Miami Beach, 
Fla., for training. 

Donald McDonald, vice-president 
of Allen, Heaton & McDonald, Cin- 


cinnati agency, has * een commis- 
sioned a major in the air forces, 
and has been ordered to report to 


Miami Beach, Fla. Maj. McDonald 
was Capt. McDonald of the 327th 
field artillery in World War T. 
Charles R. Mellen, formerly sales 
manager of the Patent Cereals 
Company, Geneva, N. Y., has been 
commissioned a captain in the 


New Jersey Drivers are 
Riding in 


PUBLIC SERVICE BUSES! 


Value of bus cards soars as 
thousands of New Jersey au- 
toists must now turn to buses 
for wartime transportation. 


Over 44.000.000 fares 
monthly. Outside posters. 
24x54", catch the eve of 


every passer-by. 


PUBLIC SERVICE 
Bus Advertising 
NEWARK, N., J. MArket 2-7000 


Capt. Robert Tincher, formerly 
manager of WNAX, Sioux City- 
Yankton, paid the station’s staff 


members a visit when he returned 
from officers’ training school to his 
appointment on the post staff at Ft. 
Meade, S. D. 

Arthur H. Maillard, Jr., assistant 
sales promotion manager at Sea- 
gram Distillers Corporation, New 
York, has resigned to join the Coast 
Guard. 

Gil Stender, account executive 
with Benton & Bowles, New York, 
has been commissioned a _ lieuten- 
ant, j.g., and is stationed at the 
Naval training school, Cornell Uni- 
versity. 

George I. Bushfield, vice-presi- 
dent of Batten, Barton, Durstine & 
Osborn, New York, has been com- 
missioned a lieutenant in the Navy 
and will be stationed at the Har- 
vard University training school. 

Pierce Fredericks, publicity 
writer for McCall’s and Redbook, 


has been called to active duty with 
the Navy. 

Robert Keith Leavitt, sales and 
advertising counsel of Scarsdale, 
N. Y., has discontinued practice for 
the duration to become a major in 
the chemical warfare service. 

Sam R. Fogel, sales promotion 
manager for the Haire Publishing 


Company, has resigned to volun- 
teer for officer’s training in the 
Army. 


Lt. Charles H. Smith, Jr., formerly 
associate publisher of the Knoxville 
Journal, has been appointed assist- 
ant supervisor of military training 
at the Army air base, Miami Beach. 

Harry R. Hughes and Robert W. 
Disque of Scripps-Howard News- 
papers’ national advertising staff, 
New York, are now in uniform. 
Mr. Hughes is a captain in the 
Army, and Mr. Disque is a lieuten- 
ant, j.g., in the Naval reserve. 


Fred Horton, NBC sales depart-| 


ment, New York, has been commis-| 

sioned lieutenant in the Navy and 

is stationed in New Orleans. 
William F. Knowland, assistant 


publisher of the Tribune, Oakland, 
Cal., has been inducted as a pri- 
vate in the Army. 

Larry Ford, formerly a member 
of the sales promotion staff of Sta- 
tion WKRC, Cincinnati, is now a 
first lieutenant with the Army in 
Northern Ireland. 

George W. Cobb, Jr., director of 
advertising for the American Can 
Company, New York, has been 
commissioned a major in the Army 
quartermaster corps and assigned 
to field service. He served in 
Worla War I as a master sergeant 
in the chemical warfare service. In 
recent years he has directed the 
promotional and educational activi- 
ties of the company, and _ has 
worked with the quartermaster 
corps, particularly in preparation of 
the “Canned Food Manual.” 


Dunay to Typographic 
Sidney Dunay has resigned from 
Franklin Typographers, New York, 
to become sales manager for Typo- 
graphic Vogue, Inc., New York. 


——a 


To Whipple & Black 


Midwest Mfg. Company, Detr,j; 
manufacturer of Enduro brand 
products, has placed its adverti g 
account with Whipple & Bl... 
Advertising Company, Detroit. 


Angus Forms Agency 


Bruce Angus has formed a ¢g 


LE N- 


eral advertising agency under Cc 
name, with offices in the Gray! : 
building, 420 Lexington aver = 
New York. For several years | vate 
Angus has been associated w °} blo 


Harry A. Berk, Inc., where he ac: pul 
as account executive and tok tion 
charge of all insurance advertisi: wal 
tren 
‘Book Club Stipulates a 
Doubleday, Doran & Co., N. y Con 
| York, has stipulated with the Fe |- Dod 
eral Trade Commission to ce: ¢ ro: 
misleading representations in 1° « oe 
promotion of its “One Dollar Bo. \ ph 
Club.” The publisher agreed 4 48,0 
cease claiming that books d) - H. 
‘tributed as substitutes for regu div! 
‘selections are bound as well ilies 
| original editions. hon 
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Catalogs for Home 
Qwners Promoted 
Despite Tie-Up 


Ciicago, July 8.—War, priorities 
and Uncle Sam’s stop order on pri- 


yate construction dealt a heavy 
blow. to the Home Owners’ Catalogs 
pub ished by F. W. Dodge Corpora- 
tion, but the company pushed for- 
ward this week with plans for a 
tremendous post-war home build- 
ing market. 

T catalogs, published by the 
Construction News Division of | 
Dodve, were distributed to 62,000 
prospective home owners in 1940. 
Last year the number declined to 
48,000. This year, according to 
H. M. Thompson, manager, the 


division hopes to reach 20,000 fam- 
ilies who are planning now for the 


homes they can build after the war 


is over. No distribution problems 
confronted the catalogs in pre-war 
years, when the major task was to 
refine the market to families who 
actually planned to build new 
homes within a year, or to make 


extensive repairs on existing house- | 


holds. Today, the question is one 
of getting 20,000 real prospects who 
are definitely planning to build 
when priorities permit. 

To find these families, the divi- 
sion has launched upon a program 
employing limited space in maga- 
zines and business papers, direct 
mail, displays, publicity and field 
‘work by 175 full-time Dodge re- 
porters. 


Must Spend £2,000-$4,000 


The new wartime display, calling 
|}upon prospects to “Take time now 
to plan your future home,” offers 
the Home Owners Catalogs to fam- 
ilies who will spend more than 
$4,000, exclusive of land, for build- 
ing homes for their own occu- 
|pancy, or at least $2,000 for home 
|modernization. The cloth - bound 


book includes leading manufactur- | 


|ers’ catalogs and a 32-page section, 
“Guide to Home Planning,” to aid 
owners in deciding upon new home 
features. Dodge reporters person- 
| ally verify the owners’ intentions to 
build before the books are sent out, 
and they are distributed through- 
out the 37 states east of the Rocky 
Mountains. 

Single-column copy in the June 
issue of Better Homes and Gardens, 
headlined “A home worth fighting 
| for worth planning for now!” 
‘declares that “War's threat to the 
tranquility of our lives has awak- 


is 


ened in most Americans a keener 
appreciation of home and the 
safety and independence the very 


name implies.” 

A coupon at the bottom may be 
| filled out by an applicant, who must 
accompany it with a letter outlining 
his building plans. 

A slot of coupon cards also 
provided in the seven-color display 


is 


|piece which the company is placing | 


in building and loan offices, depart- 
ment store model homes, 


utility display rooms, mortgage de- | 
partments of banks, building supply | 
yards, etc. Largest source of appli- | 
cations for the catalogs, however, 


is from the cards in catalogs | 
already distributed to home build- | 
ers, according to Mr. Thompson. | 


Families show them to friends who | 
become interested in the one-vol- | 
ume buying guide. 

Catalog distribution during nor- | 
mal times was confined to families 
planning to build within a_ year. 
Current applications, indicating | 
that the home will be built as soon 
as the war is over and priorities 
are lifted from building equipment 
and materials, may extend the 
planning period well beyond the 
previous average. To answer the 
question, “Will families actually 
have the catalogs when private | 
markets are revived?” the company 
recently surveyed a group of home 
builders from 1937 through ‘41. 
Asked if the catalogs were still a 
part of their library, the percentage 
that checked “Yes” was 82.6 in 


public | 1937, 80.5 in 1938, 96.7 in 1939, 95.7 | 
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More than ever the Golden West... 
for Columbia Pacific Advertisers 


Billions in man-made wealth are pouring from 


the assembly lines of the 


And more and more the unique advantages of 


network radio are rewarding its users. 


Industrial employment we 
over 1940, payrolls up 73° 
is a land of sudden chan 
spring up almost overnight. 
NETWORK RADIO is one 
a world of change. No m 


move, no matter how their 


ite radio programs find them listening as usual, 


despite new homes, new j« 


More than ever, network radio is the mass 


new Golden West. 


as up 42¢( last year 
(. Today, this area 


ges. Communities 


medium. And today's spending is by the masses. Yet 
since network radio reaches a// income groups, 
it still covers all your customers, old and new. 

Because Columbia Pacific station locations 
parallel Western sales potentials, they provide 
the efficient way to sell in the West. That's why 


Columbia Pacific has 38% more advertisers, 


46% more sponsored quarter hours per week, 


fixed landmark in 
atter where people 


incomes rise, favor- 


»bs, mew associates. 


now available on Columbia Pacific. . 


than any other Coast network. 
ASK RADIO SALES for information about some 


exceptionally favorable day or night time buys 


.and the 


proved programs ready to go into them to doa 


powerful job for you in the new Golden West! 


COLUMBIA PACIFIC NETWORK 


COLUMBIA'S STATIO 
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TO HOME OWNERS 


The war has stopped private construc- 
tion, but F. W. Dodge Corp. is using this 
new display piece, along with other pro- 
motion, to prepare for a post-war era of 
home building. It offers coupon cards 
to prospective purchasers of home 
equipment and materials. 


struction 


| molybdate 
/and iron blues. 


| per 


Officials 
believe the returns establish the 
fact that the home planning guide 
and catalogs of participating manu- 
facturers are considered of lasting 
value and are retained after con- 
is completed. 


Chrome Printing Ink 


| Restrictions Eased 


The 
eased 


War Production Board has 
restrictions on the use of 
chrome chemicals, particularly in 
the manufacture of pigments and 
printing inks. The step was taken 
in an amendment to Conservation 
Order M-53, which calls for tech- 
nical changes and lifts from 70 to 
100 per cent of 1941 use the amount 
of chrome pigments permitted in 
chrome yellows and oranges, 
orange, chrome green 
The amendment retains the 70 
cent limitation on all organic 
pigments; bans use of any oil sol- 
uble toner in any black ink; limits 
to 8 per cent by weight the amount 
of alkali blue or other organic toner 
for black ink when the toner is in 
paste form, and to 4 per cent in the 
form of dry color. 


‘Farm Life’ Begins 
Publication as Supplement 

Farm Life in Pictures, eight-page 
rotogravure newspaper supplement, 
made its debut the first week in 
July and will be distributed through 
local newspapers in New York, 
New Jersey and northern Pennsyl- 
Vania, 

The new supplement will be pub- 
lished monthly by Agricultural 
News Service and edited by Roy H. 
Park, Ithaca, N. Y. Devoted ex- 
clusively to farm interests, it will 
cover with pictures and stories the 
latest developments in farming 
under war conditions. 


| Represents Weekly 


Interstate United Newspapers, 
Ine., New York, has been appointed 
national advertising representative 
of the Norfolk Journal and Guide, 
Negro weekly published in Norfolk, 
Va. 


A Bargain In 


This will give you an idea: Com. 
plete cost (except art work) less 
than 114 cents each, for 500,000 
booklets, 32 pages and covers, 
page size 8 by 5% inches. 

Covers on 70-lb. enamel, four 
color process printing; inside 
pages printed two colors on 32- 
lb. white newsprint. High speed 
production. Shall we send you 
further details? 


SHOPPING NEWS 
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ADVERTISING AGE 


July 13, 1942 


___TRAVEL SERVICE _ 


FT TOGETHER 


«++ OM WARTIME TRAVEL 


ILLINOIS CENTRAL SYSTEM 


SUY WAR BONDS AHO STAMPS 


ee * * 7 a ed 
— 


Illinois Central System is carrying this 
700-line advertisement in 104 newspapers 
throughout its territory to announce con- 
version of its passenger department to 
a service department to provide civilian 
travel information for the duration. The 
Caples Co., Chicago, handles the 
account. 


days of sellers’ markets—is buying 
insurance of merchandising strength 
during whatever period of trouble 
and commodity surpluses we may 
have as we approach the end of 
wartime inflation,” he continued. 

Referring to the General Foods 
policy of continuing expenditures 
fully for products of which ample 
supplies are being produced, and of 
reducing expenditures but main- 
taining effort when supplies are 
sharply reduced, Mr. Corbaley said, 
“Federal officials can not question 
such budgeting of advertising; and 
will have difficulty in attacking 
increased money spent for really 
effective trade and consumer adver- 
tising for products available in rea- 
sonable quantities. 

“Even if you have done no adver- 
tising at all, you are justified in 


| starting that valuable form of sell- 


|ing work provided you have goods 
to sell and an interesting message to 
put across. Don’t simply put your 
;/name in print with a message of 
| little practical interest to trade con- 
|tacts or consumers.” 


Pearson Buys ‘Times 

A. E. Pearson, Jr., has purchased 
ithe Times, Orlando, Fla., from 
W. M. Glenn. Mr. Glenn will con- 
tinue as chairman of the editorial 
| board. 


Becker Named Mar. 


R. A. Becker has been appointed 
manager of the Baltimore branch 
of Gar Wood Industries, Detroit. 
/R.z J. Grow, former manager, has 
joined the U. S. Army as a first 
lieutenant. 


Little Brown Jug 


Revived as ‘New’ 


Beer Container 


Detroit, July 7—The little brown 
jug, fabled in song and story, fought 
for annually by the gridiron glad- 
iators of Michigan and Minnesota, 
and a genuine piece of Americana, 
has a new usage. According to 
Livingstone - Porter - Hicks, Detroit 
agency, the little brown jug is about 
to be broken in as a beer container 
for breweries. 

The agency lists among the new 
container’s assets these factors: it 
is made of non-critical material—no 
tin, glass or cardboard cartons; it 
keeps beer cool longer; and it keeps 
light out. The jug holds a half- 


— — 


gallon (64 oz.), and will pour ap- 
proximately 10 glasses. The con. 
tainer has been tested by at least 
one Detroit brewery, and others are 
interested. 

The old-fashioned crockery lj 
get a modern promotion, according 
to the agency, which has applied for 
patents and copyrights, and intends 
to license the idea to breweries 
throughout the country. Promotion 
will be backed by a newspaper and 
outdoor campaign. 


NFSE Talks Published 


The National Federation of Sales 
Executives has published the ‘{y]| 
stenographic report of the seventh 
annual conference of the group, 
held June 4-5 in New York, in book 
form. The title is “Sales Mana ‘e- 
ment in War and After Victory 


Food Group Finds 
Sound Advertising 
Essential Outlay 


New York, July 
Corbaley, president of the American 
Institute of Food Distribution, today 
urged food advertisers to continue 
their promotional programs during 
the war, provided that their adver- 
tising is “sound and efficient.” 

Mr. Corbaley compared advertis- 


ing “to strengthen trade and con-| 
sumer loyalties and to protect mer- | 


chandising of products at profitable 
prices” to expenditures for main- 
tenance and improvement of plants 
in importance. 

“Investing more money in adver- 
tising has become more important 
as you have lost salesmen to the 
draft, and as traveling has become 
so difficult that it is no longer pos- 
sible to maintain intimate personal 


contacts with trade buyers and sales | 


managers,” he wrote. “Printed 
messages in advertising are an ef- 
fective way to talk to men you can- 
not meet personally.” 

Recognizing that some might con- 
sider advertising wasteful when 
supplies are reduced and rationing 
is in effect, Mr. Corbaley pointed 
out that impressions of previous ad- 
vertising and sales contacts would 
dim and be expensive to revive if 
effective advertising is not con- 
tinued as “the most economical 
method for a business to talk to its 
trade, or keep the value of its prod- 
uct before consumers.” 


Cites General Foods 


“Maintaining effective 


7.—Gordon C. 


work of 
that kind is important during these | 


| 


95.7% 


RADIO ZOWNERSHIP IN 
AMERICA’S No. 1 MARKET 


Exceptionally high radio ownership 
combined with the nation’s highest 
yer capita spendable income make 
NTIC a sure bet for RESULTS! 
*Radio Daily April 2, 1942 
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New York, Chicago, Detroit, Son 
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Voice of the Advertiser 


You Figure It Out 


To the Editor: What is perhaps 
the first example of “post expres- 
sionism” in U. S. advertising is be- 
ing used by Columbia Records in the 
program book of the New York 
Philharmonic - Symphony summer 
concerts at Lewisohn Stadium. The 
first ad in the series features Gregor 
Piatigorsky, cellist. 

This is the work of James Flora, 
young Ohio artist, who has already 
gained considerable fame for his 
illustrations, and who is now assist- 
ant art director in our advertising 
department. Forthcoming ads will 
feature the Ballet Russe, Oscar 
Levant, Lily Pons and Andre Kos- 
telanetz. 

PATRICK DOLAN, 


Sales Promotion Director, Co- 
lumbia Recording Corporation, 
New York. 


+. 


‘Stick to Its Knittin’ ’ 


To the Editor: Reader's Digest 
this month practically bites off 
every fingernail from the very hand 
that feeds it, with the “glaring” 
expose on fiction in cigaret adver- 
tising. They seem to have forgotten 
that theirs is a digest service, and 
from what media they get the very 
information that makes Reader's 
Digest. >, 

Even Reader’s Digest must “h- 
doubtedly know that the magazines 
from which they pick up their edi- 
torial content depend greatly upon 
the subsidy received from cigaret 
advertising. 

The article doesn’t make sense to 
me, and I trust that the few million 
people who have already read it are 
in the same state that I am. 

Reader’s Digest should stick to its 
knittin’ and keep away from 
smokin’. 


JACK WEISS, 
Managing Editor, Occupational 
Hazards, Cleveland, O. 


This department is a reader’s forum. 


WHAT'S THIS? 


unchaltenged master of 
Gregor Pratigorshy peertess cottest 
bes instrument solorst arth all the great orchestras of the world 
15 another of the truly great artests now recording exchesvety for Columbia 
Masterworks — The Saint Sac Cotte ai . 


Famtasiestucke Ae Ene 
Ore Album of favorite ‘cette 
Pratigor Dreces these 
Sy Masterworns at any record hep... leap nad 
them tomorrow 


COLUMBIA RECORDS 


The copy ably supplements a James 
Flora illustration in this unusual program 
book advertisement for the Columbia 
Recording Corp. It confirms that the 
figure is ‘cellist Gregor Piatigorsky. 


of bonds and stamps were sold. 

And again, on July 1, New Or- 
leans retailers and newspapers re- 
peated the successful operation, ex- 
tending the “Pause for Victory” 
into an advertising effort that de- 
leted all merchandising copy from 
the papers, and substituted therefor 

in increased space—copy devoted 
entirely to bonds and stamps. 

This is merely for the record. In 
view of success here, we know the 
Detroit effort will be tremendously 


fruitful. We think every city in 
America could well duplicate the 
effort. Concentrated, mass adver- 


tising caused the public to “Obey 
that Impulse.” That’s not “putting 
it off.” Folks, step up and buy 


| bonds—right now. 


v v v 
AFA Expresses Thanks 
To the Editor: We have been 


hearing many fine comments on the} 
success of the direct advertising | 
conferences at our recent Advertis- 
ing Federation of America conven- 
tion. I know that you contributed 
much to its success. Be assured we 
appreciate very much all that you 
did. 

Your report of the convention in 
ADVERTISING AGE is a most compre- 
hensive one, for which accept our 
hearty thanks. 

EARLE PEARSON, 

General Manager, Advertising 

Federation of America, New 

York. 


"©. = 


New Orleans Went 
All Out Last February 


To the Editor: In your June 29 
issue you feature an interesting arti- 
cle headed: “Detroit Retailers Set 
Pace for War Bond Campaigns.” In 
this article the statement appears: 
“It is unlikely that any metropol- 
itan newspaper has ever been pub- 
lished completely devoid of mer- 
chandising display advertising, but 
Detroit's three daily newspapers are 
scheduled to set that precedent next 
week.” 

May I inform you, (in behalf of 
the retailers of New Orleans) that 
the precedent was set four and a 
half months ago—on Mardi Gras 
Day, Feb. 16, 1942. Voluntarily, 
New Orleans retailers decided to 
make Carnival Day a “Bond and 
Stamp Day”’’—and, with the cooper- 
ation of the New Orleans dailies, 
actually did turn “Play Day” into 
“Pay Day.” No merchandising copy 
appeared in New Orleans papers on 
the afternoon of Feb. 16, nor the 
morning paper of Feb. 17. But un- 
usually large copy was scheduled 
by every retailer in the city, de- 
voted entirely to bond and stamp 
copy. Classifiea columns carried ad 
after ad on bonds and stamps. The 
theater directory appeared — but 
even here bond copy was included 
in the ads. The day was tremen- 
dously successful; $435,000 worth 


W. S. PLEASANTS, 
Retail Advertising Manager, 
New Orleans Item, New Or- 
leans, La. 

* 


A Similar Theme 


To the Editor: In your June 22 
issue on Page 20 under the head- 
ing, “Voice of the Advertiser,” I 
note what apparently is the end of a 
controversy over an advertisement 
entitled “For the Want of a Nail.” 
One man calls attention to such an 
ad in your May 25 issue and then 
goes on to say that he ran an ad 
similar to this in April. We should 
like to go on record as having run 
a “For the Want of a Nail” ad in 
the February, 1942 issue of Products 
Finishing. 

FRANK G. DRAKE, 

Advertising Manager, Egyptian 

Lacquer Mfg. Company, New 

York. 

v v v 


Pabco Production 
Drive Brings Results 


To the Editor: Posters and other 
promotional methods closely related 
to advertising are carrying the mes- 
sage of Donald Nelson’s victory pro- 
duction drive to those on whom 
production actually depends—the 
employes of American industry 
Our own Victory Production Com- 
mittee has launched a Pabco pro- 
duction drive with results that in 
many instances are amazing. 

Because it tells the story of our 
own production drive, we are 
enclosing a copy of the company’s 
plant organ, “The Pabco Builder.” 
On Page 5, for example, you will 
find a picture of a labor-manage- 
ment production committee in. a 
typical shirt-sleeve session similar 
to those held daily in our plant. On 
Pages 4 and 5 is a description of 
the unique “Got a Feather in Your 
Hat?” suggestion award system, and 
the posters we developed especially 
for the Pabco production drive. 

Results? In than a month’s 
operation of the suggestion system. 
227 production suggestions came in 
for feather awards, and of this 
number 44 were actually put into 


less 


Letters are welcome. 


plant operation. As a result of such 
production helps, we might point to 


| the example of a huge Army paint 


order which was run in 50 per cent 
less than normal production time. 
As each Pabco man or woman 
files through the plant entrance 
gate, he passes through a _ high, 
sand-bagged, barbed-wire trench, at 
the end of which is a sign reading: 
“Production Is a Front Line Trench 
—Let’s Keep It That Way!” 
IAN M. FERGUSON, 
Manager, Public and Industrial 
Relations, Paraffine Companies, 
Inc., San Francisco. 
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|Double Duty Dollars 


To the Editor: Thanks for such 
prominent mention in the lead edi- 
torial of your issue of June 15. For 
clarification from the standpoint of 
our advertising, may we add that 
our Double Duty Dollar idea was 
conceived in 1933, long before Pearl 


Harbor. We thought of it as a 
simple but striking statement of 
the fact that life insurance per- 


forms for a man, dead or alive. If 


he dies, it provides for his family. 
|If he lives, it provides for himself. 
_Both with the same dollars. 

Now our Double Duty Dollars. 
have added a third duty, that of 
helping to win the war, because 
|these dollars are being invested in 
U. S. bonds. Such investments 
were more than $13,000,000 in the 
first five months of 1942. More- 
over, these dollars are out of com- 


petition for scarce commodities, 
and thus prove a_ potent guard 
against inflation. All of which is 
in line with the constructive 


thought of your good editorial. 
B. N. MILLs, 
Secretary, Bankers Life Com- | 
pany, Des Moines, Ia. 


vy y* 


Lick the Japanazis 

To the Editor: It occurs to me 
that you might find this Schrafft’s 
advertisement sufficiently interest-| 
ing to reproduce as an example of | 
an advertiser finding an unusual | 
slant for cooperating in the July 
Victory Drive for the sale of war 
bonds and stamps. 

The copy appeared 


in the New| 


York Herald Tribune, Journal- 
American, Sun, Telegram and 
Times. 


In addition to its new approach, | 


the advertisement is unusual in that) 
it is devoted exclusively to the sale| 


A CONVENIENCE 


—) 
WIS is A LICKING MACHINE 


AK War Savings Stamp buy 


HEEB 
eS PEEEEEEEER bo 


Schraret's 


Schrafft's is promoting not food ad 

candy, but war stamps and a handy | «k. 

ing machine in this 5-column by 195- ne 

advertisement placed in New York ne ws- 
papers. 


of stamps instead of making ‘he 
stamp appeal an appendage to : -g- 
ular commercial copy. 
Mac PARKER, 
Al Paul Lefton Compan: 
Philadelphia. 


. © 


DEPARTMENT OF INTERESTIN 


ett st A 5 . ah ies peal 4 a 


ooo] Miareh H4.. 
con ehh In The Talk of the Town, The New Yorker 


mand acd in the mares { suggests the unification of the government 


information bureaus with Elmer Davis as 
the head. 


stories 


eems 
It § Yo 


Fx 
th 


sna 
ledge ©. patting 
ae pard- 


June 260... 


with being the first to nominate Day 


“Apparently.” says Editor & Publish 


litor & Publisher, the mouthpiece 
e Fourth Estate. credits The New Yor! 


t came to White House notice.” 


to | 
of s 
dea 
rent 
tion 
whi 
adv 
com 
dur 
peri 
c 
ary 
Niel 
thes 
store 
Dec 
Adve 
peri 
99 « 
but 
dro} 
the | 


ness 
drug 
“Anc 
duce 
in ad 
dent 
effor’ 


O 


fis = 
gt” : hae 3, 
os : eet fs 3 
re hes See F ed - « 
es a ss, wt eat 
a ee 7 ‘ 
en @ } ee | ‘ 
re P — _ 
Pi —$@ 
at X a, 
her «ae 
me 35 © 
2 ie: a 
<fea 
ae a Xe aN r 
ace \\ i 
i BS \ 
™ 4 Se mow Ni 
“a pp a | C 
| 
, a Pd od 
= i, nal nd 2 Lcting Mach 
| a 
vou War Save he trouble ot t 
| and the onc toh Stamps & ws tor ge we 
Pe ws aaa an tats 
| ay a 
ee peas ondualy . 
lela 
Tee ei ai pe 
ee ue 
——————————————————eeeEeEee ee 
Se EE EEE 
- 
‘A atts 
yas 
— 
ose f 
=, 
= re 
ioe 
a a 
jt 
fo oo 
en ae 
ag a ° | . a 
et 
ea es | 
ok Z - 
7 foie 5 7 — 
iat & i \ \ ny 
. = : \ ee 
a 2 i ntl 
a 
" | & ‘ 3\N THE \ A | * 
: . ! : / ae 
# a \NEW ORK sa 
ro a A heuhs VE" 4 Ps 
is + % Ss — ~ = / oil » 
sue Nw SS) ae . 
rohan a Wr \ 6 " >* 
: 7 ° 
wel 
ae : THE TALK OF THE TO :\ 
a . % ' anda Commen P ry 
, we would bike | eo 7 ' eahprocenst’ n He p 
a ; t 4. po - ota? é | 
3 = =e : 
i a 4 ss eee . 
ee 4 aa 4 
uae aft aoe € ve 
aP g a eg 
& Ps . “a & = ¢ 
\ighies a ‘ a 1 1 
ee - ean Mr, Das remtatine l' 
a ‘ a ( Scan > 
- _ - é present ¢ \ , ment ' fect . | 
PY 4 a heel -_ . 
Sa * Bh gecthoe —" gin, bay m 
eee ¢ ¥ ; i. : oom @ & . . 2 “e we ats f 4 ae pen te at cv a oi 
sit i a. , eg goed mans Y ao i + hearing worldly ' pect easel wie * 
atetie ve fe form of aff ' t nm y am the first ple TI 
Pore ae edo mer waist ex complesvon atv : gee 2g0 were wees Ba fe \\\| 
es ae . , — nd, the pres’ << aobincagiio that * \| 
ie c |. a new clothes and walk have ™ Cw atl ag , | 
ag _. rah ool ies be 
wes - : o ee alin | 
eee : 
; + | 
4 a e: ling / 
; a _ = 
ae ‘ - : —— 
ae a shat 4 piece an the March - THUS 1 —— 
ee : dae » SSuy 
io Gac 49 al <i 14 NES rker magazine © Notes and E tins —=— 
eS. 4 a Comment review ne Davis critique: & / DI 5 News = —— 1 
Rigor Ta J . . - 
i ee was rhe frst © nominate him Ap- ¢ 4y TO 4°68 4 = 
— ¢ parently it came to white House R — 
7 z notice, Davis came under omecial scru- fe ~— & P © one, — e 
| tiny 3S candidate and eventually wm THE Fey U © Ah a —— a 
: s was aonsidered the jdea! man for the 06 ORTH ps BL tee. 
job to be done: 6 TATE IS 6 *80, 
F The New yorker piece was writen W HE 
ae. anonymous! by EF. B. white, former F se, R 
: ‘ . r 
5 staftet who now ywing Maine. ree 
aa writing ot “32 steps wed like % see 
ae taken %° win the war, white eaid we : 
Be ;: first was ynincation of government jn- . 
oe z formation pureaus and the appoint me, 
al 4 4a ment of Eimet Davis © head ghem UP: - 
. e “The othet night, said White. t 
F “Davis presented the pest case for CF ' 
Pee s ynificat!® nm and the <tronges* yndict- 
phe ; ment of the present mess In ovr ; 
4 a opinion he 35 not only right put he * \ 
+ 45 Hb the man to sit om che aes¥. 
ee : - wyhe 11 othet Meomnmendatnes for 1} 
my. ae — ae e winniné rhe wat. will be presented as ¥ 
“ie aay bse i ae . 
‘ xt hs “a 3 La Fe si lor eoon 4S the povernmen: acts on che 
eae os oe ee t 
: istered ee . “ prs 5 eae’ frst one : 
aes ee oy a € ai digit 4 tice ao , 
A BS ie , wna 9 > es ius aie Davis commentary of March 2 was @ 
ot Roc: i, a mh oS pag sd e a ks! ey a . ‘> AD or ict , ge 
ie Oe ee <i = wees 8 2 Bs ae SP a prea Am rican public a 
eel Se tae rage Bt hg Se oe fair *O ss goine on 
Aik as be Showy: ot fad oes Noe aan. eats a criticist® of 2F 
sit oa eg Pe VE {a Ae? Wate page as } = 
phi on, ie Pee ?] a4 x re pues Par te : ripe 
f 5 ae oe ad ee * CBee & ey (wae \ ae, ’ . 
Oe cae sy Sige See s a Sen ee ee —_ 
oa Ws re Reo ey ean es BS ing 
oe nae oe ae Pata; oA ae er. — 
fe : a nme a j ‘ 
ahs Ng A < whee ; f 
y ype ok nae as ees 
ES Ton ee. ny aes — 
‘ Sin ear S06 tage i s ah he . 
ty : ee aa a. A eet 5 
s ; =e eee - a ee - 
, ORL ees th oe aaa , 2 E pe Bee 
BS oy se sal sla Oa eset 5. 
— "t= ae 2 foe 5 genet ees f % oe 
- wie: 3 taf Us Re, pa ged 
ee age rete ig 


July 13, 1942 


til 


ADVERTISING AGE 


Local Grocery 
Promotion Lags, 
Nielsen Reports 


Chicago, July 9.—Possible dangers 
to branded merchandise as a result 


of s.ackened advertising support by 
dealers are pointed out by the cur- 
rent “Nielsen Researcher,” publica- 
tion of the A. C. Nielsen Company, 
whiin declares that while national 
advertising of 23 important food 
commodities held at or above 1941) 
duriig the February-March, 1942, 
period, retail support lagged sharply. 

Considering the December-Janu- 
ary |940-41 period as 100, says the) 
Nielsen publication, advertising of 
thes. 23 commodities for all grocery 
stores totalled only 82 during the 
December-January 1941-42 period. 
Advertising of chains during that 
period was at an index number of 
99 compared to the previous year, 
but advertising of independents had 


dropped to 72. Similar declines in 
the use of displays have been noted. 
“Analyses have revealed sluggish- 
ness in local advertising by food and | 
drug dealers,” says the publication. 
“And note from the chart repro- 
duced herewith that the reduction | 
in advertising traced to the indepen- | 
dent stores, whereas the chains’ 
effort held up relatively well. 


GROCERY COPY LAGS 


CASON SEPwICE 


TREND OF GROCERY STORE ADVERTISING 
23 COMMODITIES 


ALL GROCERY STORES 


1940-4 100 
1941-42 a 
CHAINS 
100 
#8 


INDEPENDENTS 


Dec - 


Jan 


This Nielsen chart indicates that local 
grocery store advertising during De- 
cember and January was only 82 per 
cent as extensive as during the corre- 
sponding period of the previous year. 
Most of the decline, as shown here, was 
due to decreased advertising by inde- 
pendent stores. 


“Nielsen Index records contain} pany, 
many examples of cases where sales! A.M.-P.M. sportswear. 


declines have been caused by a 
reduction in local advertising by 
dealers. The chart reproduced 


herewith shows the sales trend of a 
popular packaged food. Note that 
the independent stores’ share of the 
business was five points (approxi- 
mately 9 per cent) lower, as a 
result of reduced advertising. Other 
sales influences were relatively un- 
changed in this case, so that the 
shifts in sales appeared directly 
attributable to changes in advertis- 
ing by retailers.” 

| While displays and local adver- 
tising are vital sales influences to 
retailers, the publication says, it 
does not necessarily follow that they 
are economical tools for all retail- 
ers. Their use depends entirely on 
their cost in relation to sales volume 
and profit margin, it says. 


Grossman Appointed 


Richard S. Grossman has 
jappointed assistant to the sales 
manager of Meyer Both Company, 
| Chicago, replacing David Kutner, 
who is leaving for the armed serv- 
ice. 


To Jones Frankel 
Jones Frankel Company, Chicago, 


| has been appointed to direct adver- | 


tising for Northwestern Mfg. Com- 
Chicago, manufacturer of 


Sume is... 


President Roosevelt names Elmer Davis 
director of the new Office of War Infor- 
mation with authority over dissemination 


of all official news and propaganda with- 


in the United States. 
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June 27... 


The New Yorker publishes eleven other 
suggestions for winning the war. They will 
be read, along with everything else in this 
issue, by influential men in Washington, 


Detroit, Los Angeles — all over the country. 


They, too, may get action. 


THE 
NEW YORKER 
No. 15 WEST 4;n0 STREET 
NEW YOR. NY 


been | 


|used to reach the store. 
| 14,449 
and 


147.2 per cent walked to the store; | Louis, 


HOW SALES CHANGE 


mEASEm SORWCE 


EFFECT OF DEALER ADVERTISING 
A TYPICAL GROCERY PRODUCT 


Febreary March Perods 


DIVISION OF SALES 


CHAINS Oe 
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1941 1942 
CHAINS 


INDEPS 


194) 
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How reduction in independent store ad- 
vertising of a typical grocery product, 
and slightly increased advertising of the 
same product by chain stores changed 
| the percentage of product sales through 
the two types of outlets is shown in this 
chart prepared by A. C. Nielsen 
Company. 


Lonely Shoppers 


Target of ‘Bulletin’ 
Back Seat Crusade 


Philadelphia, July 8—When the 
Philadelphia Evening Bulletin 
learned that less than 10 per cent 
of automobile shoppers were shar- 
ing cars, the newspaper did some- 
thing about it—it started a “Don’t 
Be an Empty Back Seat Shopper” 
campaign that has aroused consid- 
erable interest among other dailies 
and has received the hearty coop- 
eration of supermarkets in the 
Philadelphia area. 

From April 23 to May 9 before 
the days of gasoline rationing, the 
Bulletin distributed ballots) on 


|heavy food shopping days to cus- 


tomers at 27 supermarkets, asking 
what mode of transportation was 
A panel of 
returned ballots 
newspaper learned 


customers 
the 


41.1 per cent drove an auto; 7.2 
per cent rode a street car; 3.6 per 


‘cent took a bus; and 0.8 per cent 


came by subway. 
When automobile 
vealed that less than 10 per cent 
shared cars, although 50 per cent 
would like to, the Bulletin inaugu- 
rated its “Empty Back Seat” cam- 
paign. On grocery pages and, in 
some cases, in grocery advertise- 
ments, Philadelphia shoppers were 
told that empty back seats aren't 
fashionable now. “All alone is out 
of tune,” one ad warns, and another 
text instructs: “The government 
urges you to be patriotic, economi- 
cal and neighborly by sharing your 
car. Don’t be an empty back seat 
shopper.” 
By the 


shoppers re- 


“dinning in” technique 


‘which popularized “Keep ‘Em Fly- 


ing,” the newspaper hopes to make 
its shopping drive effective. Al- 
ready 24 newspapers in Eastern 
and North Atlantic states have 
requested mats and copy from the 
Bulletin to institute similar cam- 
paigns. 


Newspaper Action Eases 
Whisky Ad Limitations 

Protests by newspapers led by 
Marshall Murdaugh, of the Herald 
and Sun, Durham, N. C., resulted 
in the easing of drastic regulations 
on liquor advertising which were 
formulated by the North Carolina 
State Board of Alcoholic Control. 

The new rules limit illustrations 
to reproduction of the bottle or 
label, not to exceed 20 per cent of 
the total space. Factual informa- 
tion is allowed in the copy and 
light sales copy that “conforms to 
the rulings of Better Business Bu- 
reaus.” 


Hesser Named Editor 


C. F. Hesser has been named 
managing editor of the Ledger- 
Enquirer, Columbus, Ga., to succeed 
Linton K. Starr, who recently re- 
signed to take a position with the 
Birmingham News. 


that | 


Last of Dailies’ 
Group Sales Plans 
Falls by Wayside 


Chicago, July 9.—With letters to 
publishers announcing that it is 
“withdrawing support of the na- 
tional unit plan,”’ United Newspaper 
Advertising, Inc., this week fol- 
lowed the long line of other group 
newspaper selling organizations into 
virtual extinction, although United 
has not actually been dissolved, and 
its officers assert that it may shortly 
surprise the field with a new move. 

United’s “national unit plan” 
visualized the sale of space in a 
package consisting of one newspaper 
in each of 96 markets, with United 
acting as a broker, rather than as an 
agent of either advertiser or news- 
paper, and with frequency discounts 
available to advertisers. Harvey 
Malott, formerly of the Kansas City 
Journal, was president of United, 
and temporarily retains that title. 
Les Barton, formerly with Major 
Market Newspapers, who joined the 
organization early this year to work 
in the East, is reported to have re- 
turned to California, where he has 
been in business for several years. 
The financial backing for United’s 
venture in the group selling field 
came from the John F. Cuneo and 
Cuneo Press interests, one of the 
country’s leading magazine printers. 

With the demise of Newspaper 
Advertising, Inc., group selling unit 
organized by Wilder Breckenridge, 
in March, and the earlier death of 
the frequency discount plan of the 
Illinois and lowa group and of Basic 
Newspaper Group, weekday group 
selling in the newspaper field on 
anything resembling a national basis 
has practically disappeared. 

Many newspaper advertising men 
continue convinced of the wisdom 
of some such plan of group selling, 
and many are still sold on the value 
of frequency discounts, but each 
plan which has been advanced has 
thus far fallen on the horns of in- 
ternal dissension and apparent lack 
of interest on the part of adver- 
| tisers. 

Publishes House Organ 

| Wagner Electric Company, St. 
has issued a new weekly 
|four-page, three-color house organ 
called “Victory News.” The paper, 
which will be published for the 
|duration, is devoted to news of war- 
time activities of Wagner employes 
and their families. Carl Dietrich, 
advertising manager of the com- 
pany, serves as editor-in-chief. 
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‘Vogue’ Photo Prize 
to Depauw Student 

First prize in Vogue’s second 
photographic contest went to Mau-| 
rice Frink, Jr., of Elkhart, Ind., and | 
Depauw University. Co- winner} 
with Mr. Frink was Jean Simpson, | 


‘Big Time’ Ad Job 


Bennington College, who was! -{ 
awarded the career. prize for | for Yankee Utility 
women. 


Mr. Frink and Miss Simpson will 
be given a six-months trial job in 
the Vogue Studios in New York. 
At the end of that time, if their 
work has shown merit, they will 
join the regular studio staff of 
Condé Nast Publications. 


Connecticut Power 
& Light Campaign 
Takes PUAA Award 


| Waterbury, Conn., July 9. — It 


Heads Promotion Group __ doesn’t take big money to do big- 


Willard B. Rogers, general man- | #me advertising. . 

ager of the Bond Hotels, Hartford,| At least that’s the experience of 
has been named head of the Con-| the Connecticut Power and Light 
necticut Development Commission. |Company, which recently received 
Mr. Rogers, who is also chairman the Public Utilities Advertising As- 
of the New England Council’s Con-| sociation’s national award for the 
necticut division and the Hartford | outstanding campaign among all 
porte ang —< 15 oy nag utility companies, with a 1941 ex- 
. a _ penditure of $50,910. 


Figured on the basis of cost-per- 

Gord W. Cr f th /customer, this small gas, light and 
aa "Resietias ae woul €\ water company has employed a 
since. 1936 has ” resumed ys variety of media—from newspapers 


management of the a is and bill inserts to store displays and 


Resumes Managership 


will continue as director of dairy |™otion pictures—at an annual cost) 


publicity for the state department |of only 25 cents to each customer, 
of agriculture and publicity director | with the big manufacturing con- 
of the Wisconsin State Fair. sumers weighting that figure. Or 
in percentages, just two-tenths of 
j}one per cent of the total operating 
'revenue of the company for 1941 
|went into advertising. 

| A small budget has its problems, 
| however, according to Connecticut’s 
‘director of public relations and 
advertising, C. J. Allen, who was 
classified on the payroll as an 
accountant until top executives de- 
| cided that his wise - cracking 
memos qualified him as a_ public 
relations man. 


Informative Copy Used 

“Our modest budget must be 
spread over some 38 small daily and 
weekly newspapers, take care of 
displays in 27 small town stores, 
cover art work, composition and 
mats, and provide for all other 
services,” he emphasizes. “And that 
with an amount that a big company 
sets aside as the commission for 
|its advertising agency for the year.” 


AKRON 


EMPLOYMENT INCREASES 


50 PERCENT IN 18 MONTHS 
* 


A Chamber of Commerce survey of 125 of 
the largest employers in the Akron Dis- 
trict reveals that these firms now have 
93,000 persons on their pay rolls, an in- 
crease of more than 50 percent in 18 
months. 


The Chamber's report also points out that 
17,000 additional persons will be needed 
by the end of the year and by this time 
next year, when peak production is ex- 
pected, 7,000 more jobs will have to be 


filled. 


Buying habits of Akron’s war workers are 
formed by the advertising columns of 
Akron’s only newspaper. If you want 
quick results place Akron and the Beacon 
Journal at the top of your list for your 
next sales promotion. 


* 


AKRON BEACON JOURNAL 


Represented by: Story, Brooks & Finley 


New York, Philadelphia, Chicago, Cleveland, Los Angeles, Atlanta 


Small Budget Does 


| 
A Dime 


} 
UNDER OUR LOW RATES 
| YOU CAN 


a 


un - few 


y sicily MY” 


THE CONNECTICUT oe LIGHT & POWER CO. salah ce | 


ADVERTISING IS CHEAP, TOO, CONNECTICUT UTILITY FINDS 


A Dozen... 


WHAT'S GOING AT THAT PRICE? 


Ne 


nk of tote 
will g " ’ 
be auee of freque / , 
‘ 
© w as much ¢ 
1 


| )) A DIME MINTED IN 1920... 


Is worth exactly 


IS CHEAP! 


PS ENSUES — 


ble medern servant has been 
tts brought down and down unc 
texday for 10 cents you can buy 


the same amount of electra it 


You CAN. 
5 oe bog 


att mgt for 


UNDER OUR LOW RATES 


that would have cont vou « 


quarter wm 192) 


€ | THE CONNECTICUT @®> LIGHT & POWER Co 


These half-page newspaper ads are typical of the informative public relations copy employed by the Connecticut Power 
& Light Co., which uses a variety of media, including 38 newspapers, on a $50,000 budget. 


An interesting aspect of Connec- 
ticut’s advertising is the emphasis 
on informative, educational and 
public relations copy. Practically 
all of the $30,000 newspaper expen- 
diture is lumped in messages on 
rates, taxes, high cost of coal and 
materials, the cheapness of elec- 
|tricity, maintenance of appliances, 
|better light and other themes of 
/consumer relations and service. 


| The campaign which received the 
/national award of the Public Utili- 
ties Advertising Association was a 
series of eight half-page newspaper 
| ads, 
i theme, “Electricity is Cheap.” 

A series of cartoons dramatized in 
telegraphic headlines the fact that 
two cents in 1941 \ould buy as 
os a nickel in 


much electric power 
1920. Boxes used specific terms to 
translate the story to consumers, 
employing such comparisons as 
“use your vacuum cleaner three 
hours for two cents,” “Use your 


costing $9,250, with the basic | 


ment to each audience. 
film was made, the cameraman took 
shots of each of the company’s dis- 
trict managers talking with a local 
industrialist in his own territory. 
Once the audience recognizes the 
two “home-town boys,” with the 
resulting applause and the friendly 
“When y’u going to Hollywood, Al?” 
jibes, the film is well on its way 
to get its message home, according 
to Mr. Allen. The writer-producer- 


to audiences that his “super-epic”’ 
cost only $249.65, exclusive of his 
own time and wasted film. 


| 

| Other Media Used 
| Approximately $2,000 is budgeted 
|for consumer information booklets, 


| ° . 
|}explaining seasonal rates and other | 


| company policies. 

| One important phase of consumer 
‘relations is the employe house 
organ, which, coupled with an 
annual statement to employes, helps 


When the | 


narrator is always careful to explain | 


Auto Council Issues 
War Production Report 


Automotive Council for War Pro. 
duction, wartime successor to Auto- 
|mobile Manufacturers Associat on, 
i/has issuet a production repor: to 
the nation, in the form of a 56-page 
pamphlet entitled, “The Job Is Se- 
ing Done.” 

Citing scores of specific instanves, 
i\the pamphlet shows that ada) ta- 
'tions of automotive technologies to 
“mass production for mass destriic- 
tion” are resulting in an “outpour- 
‘ing of the tools of war, the magni- 
|tude of which the world has never 
seen before.” 


Barn Dance Collects Scrap 


| The WLS National Barn Dance 
broadcast from Bloomington, 1\l., 
| June 27, drew 7,500 people, each 
of whom contributed either 100 
pounds of scrap metal or 50 pounds 
of rubber as his price of admission 
Grand total for the salvage collec- 
tion was 585,000 pounds of metal 


washing machine 90 minutes for|to keep every lineman, meter man,| plus 53,000 pounds of rubber, the 


lone cent,” and “use a 100 watt 
lamp three hours for one cent.” 
Contest Measures Interest 


paign, Connecticut announced in its 
bill inserts a contest based on the 
cost estimates appearing in news- 
paper copy. Customers responded 
by picking up 15,000 contest book- 
lets, 2,100 actually entering the 
contest. The nature of the ques- 
tions on rate reductions assured 
readership of the advertising repro- 
ductions. The additional cost of the 
contest, including the booklets, 100 
pin-up lamps and three grand prizes 
was $589. 

Keystone of the company’s entire 
advertising effort is its four-page 
bill stuffer, “Connecticut Light 
News,” the only enclosure sent with 
customers’ statements. <A _ picture 
on page one, women’s copy on 
recipes and household hints on page 
three, newsy stories of interest to 
consumers on pages two and four 
are devoted almost entirely to edu- 
cational material rather than appli- 
ance promotion. Much of the mate- 
rial is common to all three editions, 
gas, light and combination. The 
total cost of 187,000 monthly copies 
is $9,250 a year, four mills per copy, 
or less than five cents per year. 

What may seem the most unusual 
budget item is motion pictures. 
| When the utility company consid- 
}ered motion pictures as a means of 
| telling its war story, the first two 
estimates were $15,000 and $10,000. 
| “We might just as well have been 
| discussing the purchase of Warner 
| Brothers, with Rosalind Russell and 
|Clark Gable thrown in,” Mr. Allen 
observed in recounting his experi- 
ences with films. 


Localized Film 


Finally the company settled on a 
home-made single reeler, 500 feet 
in length, running 20 minutes, Tech- 
jnicolor to boot. The film 
shots of a power plant addition 
under construction, a factory man- 
ager discussing his particular prob- 
|lems with a Connecticut representa- 
tive, and the actual building of a 
/power line to fill his needs. 

Climax of the reel is a war pro- 
|duction sequence, with the factory 
wheels turning, the tanks rolling 
out, and the planes booming sky- 
ward. 
| A sound production was out of 
|the question, so Mr. Allen accom- 
/panies the film to its showings 
‘before various service clubs in the 
territory, gearing his running com- 


shows | 


‘serviceman and _ retail salesman 
‘conscious of his goodwill-building 
| responsibilities. 

| The total advertising budget of 


lows: 
| 


Newspaper advertising ., $30,000 
Bi Ts ee ee 9,250 
Window and store displays. 4,000 
Institutional booklets (custo- 

mer information) ..... 2,000 
|} Sales prometional material 940 
| Company truck signs..... S00 
| Photographic expense, layouts, 
special art work (including 
moving pictures) nauk ews 1,100 | 
Annual report to stockholders o | 
Annual report to employes. 500 
Newspaper publicity, cuts, 
mats, ete. TEeeCerrri Ts 400 
Miscellaneous expenses, includ- 

ing Reddy Kilowatt service, 1,920 

Total $50,910 
| *Included ii treasurer’s budget— 
$3,400. 
Dodge Appoints Holland 

Increase of industrial research 
and distribution problems devel- | 


oped by the war, and their bearing 
|on post-war planning has resulted 
‘in the appointment of Maurice 
| Holland, New York, as_ industrial 
jresearch adviser to F. W. Dodge 
Corporation, Sweet’s Catalog Serv- 
ice Division, New York. Mr. Hol- 
land is considered an authority on 
the gearing of research to sales, and 
the development of new products 
and processes. 


proceeds of which have been turned 
|over to the McLean County USO 
committee. 


To gauge interest in the cam-| the company breaks down as fol- Eavenson Reelected 


Howard N. Eavenson, Pittsburgh 
mining engineer and consultant, has 
| been reelected president of Bitumi- 
| nous Coal Research, Inc., research 
jagency and affiliate of National 
| Coal Association. 


‘Moodie Joins CBS 


Mrs. Ruth Moodie, formerly with 
‘Crossley, Inc., New York, has 
‘joined Columbia Broadcasting Sys- 
tem, New York, as assistant in the 
—- department. 
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YOU CAN’T LOSE 


—in that important emergency 


“RUSH” —a familiar term. How often have you 


paintine Engraver and Printer—then sat back and won- 
dered if all three would make good! For, if 
only one falls down your schedule is shattered. 
Faithorn Compositors, Engravers and Pressmen | 
—all under ONE roof—strive mightily, each 
craft to match the other two in swift and 
sure co-operation to meet your “deadline” 
Faithorn brings certainty instead of doubt. 


order to your Typographer, 


CORPORATION 


| Ad-Setters e Engravers e Printers 


504 Sherman St., Chicago * Phone Wab. 7820 
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Speeding the News to 


The Advertising World 


~ 


News of advertising and marketing 
in all lines, all over the country, is so 
important to readers of ADVERTISING 
AGE that we have set up what we be- 
lieve is the fastest production schedule 
employed by any business paper ex- 
cept a daily. 

With eleven editors and seventy cor- 
respondents stationed in New York, 
Chicago, Washington and all other key 
centers of merchandising and advertis- 
ing throughout the United States and 
Canada, continuous coverage of the 
news is maintained. Rapid transmis- 
sion of their reports is equally impor- 
tant. 

Our last forms close Friday after- 
noon, late news stories coming in from 
all sectors of the business front by wire, 
phone and facsimile. Editors stand 
over the stones in the composing room 
deciding what is of most interest and 
significance, and placing emphasis ac- 
cordingly. “Last Minute News Flashes” 


go into type, and the presses start to 


roll. 


Saturday morning in our printing 
slit is devoted to binding and mail- 
ing, the Post Office taking over the 
assignment early Saturday afternoon. 
By Monday morning ADVERTISING 
AGE is on the desks of readers all 
over the country, with the exception 
of the Pacific Coast, by virtue of the 
fast handling accorded the National 
Newspaper of Advertising by postal 
authorities. 

Thus the news pages of ADVERTISING 
AGE are open from Monday to Friday, 
inclusive, for all important develop- 
ments of the business week in any part 
of the advertising and sales world. And 


the reader each Monday receives these 
reports as the complete record of sig- 
nificant happenings during the entire 
preceding period. 

Complete, continuous coverage, 
plus fast, modern production methods, 
add up to the service to which we think 
advertising and marketing executives 


are entitled in these fast-moving times. 
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Brand Loyalty Spotlighted 
in Consumption Index Findings 


Relatively Few Families 
Confine Purchases to 
Single Trade Name 


[Editor’s Note: This is the fourth 
of a series of reports, appearing 
exclusively in ADVERTISING AGE, 
highlighting the findings in the Lib- 
erty-Crossley Continuing Consump- | 
tion Index, which was launched in| 
Syracuse several months ago and| 
which is now also being operated | 
in Grand Rapids and Louisville, | 
with additional cities soon to be| 
included. 

The Index is an actual measure- 
ment of consumption of  food,| 
kitchen and bathroom products in a) 
scientifically designated cross-sec- 
tion of urban families. It is neither) 
an opinion nor recall check nor| 
“inventory.” Figures are based on| 
weekly collections of labels, wrap-| 
pers and containers direct from the | 
selected homes. 

Material thus far presented has) 
already shed light on some perti-| 
nent aspects of brand loyalty and| 
indications are that the expansion 
of the project will furnish hitherto | 
unavailable clues to knotty adver-| 
tising and merchandising problems. 
Of particular importance are the 
up-to-the-minute glimpses of shift- 
ing habits resulting from war con- 
ditions. Everett R. Smith, research 
director for Macfadden Publications, 
is cooperating with ADVERTISING AGE 
in offering interpretive comments 
on the more important findings as 
they come to light.] 


By EVERETT R. SMITH 


The problem of building up 
brand loyalty is being steadily 
emphasized as the Liberty-Crossley 
Continuing Consumption Index 
gains momentum. Facts hitherto 
unavailable are coming to light, and 
some pertinent aspects of the find- 
ings to date, covering 325 families 
in all income groups in Syracuse, 
Grand Rapids and Louisville, are 
discussed below. 

During an eight-week period it 
was ‘ound, for example, that these 
325 families used 121 different 
brands of coffee; 76 different brands 
of dentifrices; and 67 different 
brands of toilet soap. 

The graphic picture of brand 
loyalty as reflected in these fam- 
ilies’ habits, is shown in the five 
charts below, covering toilet soap, 
canned soups, ready cereals, laundry 
flakes and dentifrices. The patterns 
represent the combined figures of 
three cities. 

The percentage of families using 
only a single brand varies from 50.5 


CANNED SOUPS 


17.6 
10.8 
& = 
eas 


Brands © ! 2 3 4-6 Over 6 


~ WUMBER OF BRANDS FOUND - 


| them 


per cent for dentifrices to 13.2 per 
cent for toilet soap. Each bar in 
the charts shows the per cent of 
total homes in which were found 
one brand, two brands, etc. The 
first (cross-hatched) bar is the per 
cent of homes which did not use 
that product during the eight-week 
period of the study. 


Variations By Income 


Since the matter of brand loyalty 
has stood out so prominently in all 
of the reports on this Liberty- 
Crossley C. C. L, the next question 
is whether, and to what degree 
brand loyalty varies by income or 
living levels. In the study, each 
family is listed by occupation, in- 
come, rental and numerous other 
factors worked out from census and 
other local data. 

Rental values allocated within 
the 1940 census tracts have been 
one of the major bases. However, 
the field staff, composed of experi- 
enced, local people with a thorough 
knowledge of their territory, has 
been instructed to supplement this 
basic classification in judging a 
market group by the social-eco- 
nomic level of each family, paying 
also particular attention to occupa- 
tion and other factors. 

For purposes of this study, the 
homes are divided into three groups 
or levels. The upper level includes 
what are sometimes classified as 
the “A” and “B” groups, compris- 
ing the well-to-do generally, 
executives, professional men, mer- 
chants, higher paid white collar and 
skilled manual workers. Most of 
have car, radio, telephone, 
etc. Rental values would usually 
be well in excess of $50 a month. 

Other Groups Defined 

The middle level is regarded as 
the great American middle class, 
where white collar workers and 
skilled manual workers predomi- 
nate. It also includes small busi- 
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ness proprietors and public service 
employes. Perhaps 50 per cent of 
this group own their own homes 
and they enjoy most of the con- 
veniences of life, such as _ tele- 
phones, automobiles, etc. The rental 
value of this group would gener- 
ally not exceed $75 and would not 
be less than $40. 

The lower level includes gener- 
ally the lower paid and unskilled 
workers. Their rentals would be 
usually under $40. This level rep- 
resents 40 per cent or more of the 
families in most cities. It includes 
what are often listed as the ‘“D” 
and “E” income groups. 

The chart in the adjoining col- 


umn shows, first for the upper 
level, the variations in brand 
loyalty for canned soups, ready 
cereals, toilet soaps, dentifrices, 


laundry flakes, chips and granules. 
As the key at the bottom of 
the chart’ indicates, the _ solid 
black segment represents the por- 
tion of the families which did not 
use the product at all during the 
eight-week period in any one of the 
three cities; the white area desig- 
nates those who used only a single 
brand during the period. The next 
coarser dot area represents the per- 
centage which used two brands; the 
next those using three brands; and 
the last and finest dot area the per- 
centage using four or more brands 
during the period. 

It will be noted that the upper 
level has a higher percentage of 
single brand users for cereals, toilet 
soaps and laundry flakes than does 
the middle level; while in cereals 
and laundry flakes the lower level 
predominates in brand loyalty. 

In the case of canned soups and 
dentifrices, the middle level has 
the larger percentage of brand- 
loyal families. 

In the case of families using four 
or more brands, the middle group 
predominates as to cereals, toilet 
soaps and laundry flakes; while in 
the case of canned soups and denti- 
frices the upper level has the 
higher proportion of those using a 
large number of brands. 

Dentifrice Brands Charted 

Table I, reproduced below, gives 
the figures on which this chart is 
based. 

In the case of such products as 
dentifrices and ready-to-eat cereals 
it is quite probable that the number 
of individuals in the family has a 
direct bearing upon the number of 
brands used. Data on this point 
will be further analyzed for pres- 
entation in a subsequent issue of 
ADVERTISING AGE. 


The only product on which it 
has so far been possible to com- 
plete the very complex cross - 


tabulation as to use of competing 
brands, on the three-city total, has 
been dentifrices. This picture of 
brand competition becomes very 
interesting when studied in chart 
form. (See bottom of opposite 
page.) <A leading brand of denti- 
frice (in terms of family coverage), 
which we will call brand A, was 
used by 16.3 per cent of all of the 
families in the three cities. About 
half of these families, or 8 per cent 
of the total, used that brand exclu- 
sively, but the other half, or 8.3 
per cent, used it in conjunction 
with one or more other brands. 

Both the families that used brand 
A exclusively and those that also 
used other brands with it, consumed 
on the average during the eight- 
week period approximately the 
same number of units of brand A; 
in the one case it was 5.8 units per 
using family and the other 5.6 units. 
However, the 8 per cent of families 
that used brand A and another 
brand, or more than one other 
brand, used among them all a total 
of 19 other brands of toothpaste. 
(Here the number of people ver 
family mav well prove to be a gov- 
erning factor.) 

Other Users Charted 


| The percentage of families using! 
the three leading brands of denti- 


frices (in terms of total family 
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coverage) and the average units 
consumed per using family, in per 
cent of total units of all brands 
used by all families, are shown in 
Table II, reproduced on the adjoin- 
ing page. These are given both by 
total consumption and by families 
consuming the individual brand 
exclusively and those using other 
brands as well. The total number 
of additional brands used by fam- 
ilies using brand B is 17: brand 
c. 24. 

The chart at the bottom of the 
adjoining page portrays family cov- 
erage of the three leading brands of 
dentifrices, segregated as to exclu- 
sive and non-exclusive users; also 
the average number of units of each 
brand used by consumers of that 
brand, again divided between ex- 
clusive and non-exclusive users. 

Degree of family coverage of 
leading brands is indicated in the 


large chart at the top of the adjoin- 
ing page, which shows the per cent 
of total families reached by each of 
four leading brands in five different 
commodity groups, covering the 
three-city data now available. 

The leading brand of canned soup 
reached 71.7 per cent of the fam- 
ilies. The leading brand of toi!-. 
soap was used by 55.7 per cent of 
the families; but the leading brand 
of dentifrices was used by only 16.3 
per cent of the families. This chart 
offers a dramatic picture of the 
variation in primary brand domi- 
nance in different product fields 


Frequency of Appearance 


However, that is only part of this 
picture because the frequency of 
appearance of this product in actual 
use among these families is another 
significant factor. Since collections 
are made once a week for eight 


TABLE | 
Income Level Variation in Number of Brands, by Percent of Homes 
Using 


(Combined Total 


Three Cities) 


Number of Brands Used None 1 2 3 4and Over 

UPPER LEVEL 
Ge. ves oases o>. Oe 36.3 28.6 11.7 14.3 
Cereals (Ready) ; a | 19.5 26.0 7.8 28.5 
Toilet Soaps .... ee re 3.9 20.8 24.7 22.1 28.5 
Laundry Flakes, Chips and 

Granules ee Rica ele eee 16.9 29.9 29.9 22.0 
Dentifrices , . 83 48.0 20.8 18.2 7.8 
MIDDLE LEVEL 
Canned Soups kon ao. 1D @5 233 15.1 10.: 
Cereals (Ready) eee 17.5 15.9 18.2 33.5 
EE Sass. 6 nb x ea: 0 hi wo 0.8 11.9 27.0 19.8 40.5 
Laundry Flakes, Chips and 
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Dentifrices .__. 10.3 54.0 26.2 7.9 1.6 
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Canned Soups asst, woe ee 2 6S 11.9 
Cereals (Ready) a 18.9 26.2 22.1 12.3 20.) 
(Ud ee 2.5 98 27.9 28.7 31 
Laundry Flakes, Chips and 

Granules ..... 25 23.7 246 16.4 32 
Dentifrices . 21.3 48.4 18.9 9.8 I 
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weeks, a given product might theo- 
ret cally appear eight times. In 
yer’ few instances did this occur. 
Toi et soaps appeared most fre- 
quently of the five products which 
are presented in this chart. In an 
ave age of 5.7 collections out of 
eig) t from homes using toilet soap, 
there appeared a wrapper, label or 
oth : evidence of use of some 
prand of toilet soap. However, the 
jeac ng brand in coverage, or brand 
A, -ppeared 2.6 times out of eight 
in omes using that brand, while 
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pra'd B, which did not appear 16.95 (2Oh 19-08 
amcag so many families, neverthe- 
less showed up 2.8 times on the 25.5% 28.38 
average among the families using 
prard B. 
While canned soup as a product 
did not appear as frequently—4.3 
times out of a possible eight— 
nev rtheless, the leading brand 55.7% 
rf cous Ur ue lean FREQUENCY OF APPEARANCE AMONG USING FAMILIES 
tha . Ss. (Times in @ Beebly Collections) 
fam lies using brand B, it appeared . CANNED SOUPS - —- CEREALS (READY) - ~~ TOILET Soaps - - LAUWORY FLAKES ~~ DENTIFRICES - 
in homes using that brand 2.3 times 
out of a possible eight: brand C, 2.2 any Grend 2.0 
times; and brand D, 2. Brand “a° 1.2 
Shows Frequency of Use Brand *B* 1.2 
The chart covers five products in Orend *¢° 1.6 
different fields, which may be more Brand "Dp" 4 
or less significant: that is, canned 
TABLE II TABLE III 
Brand Competition — Dentifrices Brand Use “% of Homes 
Families Consuming | (Combined Total —— Three Cities) 
(% of all families in Three Cities) Maximum 
Brand Brand Brand | Homes Single No. of —Coverage—% of Homes— 
“a “B” “oO” Using Brand 2 3 4-6 Over6 Brandsin Brand Brand Brand’ Brand 
Consuming with other brands. . 8.3 9.0 68 | PRODUCT Product Homes Brands Brands Brands Brands Any Home “A” — — —” 
Consuming exclusively ....... 8.0 4.6 6.8 Canned Soups ..... 90.5 35.7 25.5 17.6 10.8 0.9 11 71.7 14.5 12.9 7.4 
— — cmap @ereals (Cooked).. 56.9 31.4 16.6 7.1 1.8 5 24.6 9.5 8.9 6.5 
TOTAL FAMILIES USING..... 16.3 13.6 13.6 Cereals (Ready).... 82.8 21.2 20.6 13.6 22.8 4.6 10 25.5 24.3 18.8 15.4 
Tadeo Coneumed Coffee ..... oo... 945 366 28.0 194 10.5 6 30.5 215 185 10.2 
\ ¢ ies aden aa a “nein Mittes) | Coffee Substitutes... 12.3 11.1 1.2 2 4.9 3.1 2.5 0.3 
SE CE ee ee... es # & & 7 5.70 5S ZT 
“A” “RB” “co” Dentifrice 87.1 50.5 22.1 11.4 3.1 5 16.3 13.6 13.6 12.3 
Saceieen ett dies teadis.......... ne 6.9 3.9 wae Senge ese 97.8 13.2 265 23 32.0 24 4 55.7 38.8 308 25.5 
Saamins . sale ‘eansing an 
ee See 08h: 5 36 4% | Scouring Agents.. 90.2 458 29.9 102 43 5 8A 17.5 8S 
0 ] Laundry Flakes, 
sesalihasrctoncsinteutcnssnishadaaamiaemaadtat es ao8 te Chips & Granules 97.5 17.8 27.1 21.2 29.5 1.9 8 41.8 38.2 27.1 26.5 
Laundry Soap— 
soups, ready cereals, toilet soaps, eight-week period in the three) Bars and Cakes... 59.7 36.6 18.5 4.0 0.6 4 23.7 23.7 12.3 8.6 
laundry flakes, chips and granules) cities. Theoretically, any product 
and dentifrices. 


Charts and other data so _ far 
mentioned deal with frequency of 
appearance and number of units.! 
No tabulation has yet been made of 
data on the basis of size of package 
or unit and volume. This is a more 
complex and difficult compilation, 
but some such sample tabulations 
will be made for publication in sub- 
sequent issues. 

For eleven products 
the five covered in the chart) we 
have in Table III data similar to 
that shown in the chart. The first 
column gives the per cent of total 
homes in the three cities which used 
that product at all during the eight- 
week period. Subsequent columns 
give the per cent of homes which 
used a single brand, then those 
using two brands, etc. Column 7 
is the maximum number of brands 
of this particular product found in 
any one home. 


Differing Patterns Shown 


In the four final columns are 
given the per cent of homes reached 
neach case by four of the leading| 
cvrands. In certain products it is 
‘ignificant to note the decided drop 
nh coverage between brand A and 
the other brands, while in some) 
wroducts, such as dentifrices, there 

relatively little difference. In 
‘te case of laundry bars, the two 
fading brands were found in ex- 
ctly ‘he same number of homes. 

Table IV on this page gives for 
Nese same eleven products fre- 
wency of appearance during the! 


(including 


might show up as being used eight 
times; that is, once in each weekly 
collection. The first column is the 
number of times on the average, 
in which any brands of the product 
at all appeared in the homes using 


in 4.8 average out of eight collec- 
tions in homes using laundry flakes, 
chips and granules. In the homes 
using the leading brand, that brand 
appears 2.6 times. 


that type of product. For instance, ti This a . ‘_ re pos = 
among the homes using canned — ha — & Tous ut — a 
specifically and in detail in the 


soups, some used container or label 
or other identifying consumption 
evidence appeared on the average | 


in 4.3 collections out of a possible Joint Campaign 


eight. The number of appearances 


or frequency of appearance ranges Is Launched by 


from 4.8 times for coffee and laun- 


dry flakes down to 1.9 times for Food Dealers 


chart and figures on dentifrices. 


coffee substitutes. It should be Terre Haute, Ind., July 8.—The 
borne in mind that these figures etter Foods institute. new ive 
deal only with the homes using that ; Pore J 


formed organization of independent 
grocers and meat dealers in the 
‘Terre Haute area, has launched a 
Brand Shopping Shown campaign in local newspapers 
In no case does the leading brand, stressing the convenience and econ- 
or any other brand, appear in the|°™y of their stores. 
homes using that brand as fre-| The group, which belongs to the 
quently as the product itself (re-|™erchandising division of the Terre 
gardless of brand). This is simply Haute Grocers and Meat Dealers 
another evidence of the variety of Association, has invited retail food 
the brands used. For example, if | dealers of nearby communities to 
all homes using canned soups con- Join the organization in an effort to 
fined themselves to a single brand,| Promote and step up the services of 
each brand would appear 4.3 times) individually-owned and _ operated 
in the homes using that brand.|Stores and to encourage patronage 
This does not happen in any in-| from the buying public. A series of 
stance, which again emphasizes the |Special meetings has been arranged 
fact that most homes use a variety|to discuss problems confronting the 
of brands of most of these products.| Various dealers. 
The extreme case in the accom-| The Institute has scheduled an 
panying table is that of laundry) entire page, or slightly less space, 
flakes. Some brand of laundryjon a weekly basis in the local 
flakes, chips and granules appeared | newspapers, addressing its message 
to both the public and to merchants 


kind of product, and therefore indi- 
cate the frequency of consumption. 


who have not yet enlisted in the 


By Exclusive and Non 
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Percent of Tote! Families 
Reached by Each Brand 


Brande “a° Brand “8° Brand “C° 


BRAND COMPETITION - 


effort. An open letter to food deal- 
ers points out that Institute mem- 
bers “obligate themselves to render 
the type of service which the house- 
holder expects and demands in 
these trying time,” and adds: “Let’s 
do the job in such a way as to merit 
the custom and confidence of those 
to whom the neighborhood store 
means convenience and economy.” 

Pollyea Advertising directs the 
Institute account. 


DENTIFRICES 
Exclusive Users 


se of Each Brand (Percent 
of Total Units Consumed 


‘Florida News’ Suspends 


cousus 


OE ely 


rac Florida 


State News, Tallahassee 
morning daily, has suspended pub- 


lication for the duration of the war 


TABLE IV 


Frequency of Appearance in Using Homes 


(Combined Total 


Canned Soups 

Cereals (Cooked) 

Cereals (Ready) 
er ee 

Coffee Substitutes . 

Frozen Foods 

| Dentifrices ne 
Cleaning and Scouring Agents. . 


Three Cities) 
Any Brand Brand Brand Brand 
Brand “A” “B” “Cc” “=” 
4.3 3.7 2.3 2.2 2.0 


3.8 1.8 2.2 1.8 1.6 
4.8 3.1 2.5 2.9 2.1 
1.9 2.1 1.3 2.4 4.0 
2.6 2.5 1.9 1.5 2.0 
2.0 1.2 1.2 1.6 1.4 
2.1 1.3 1.4 1.4 1.2 


Laundry Flakes, Chips and Granules.. 4.8 2.6 2.0 2.2 1.5 
” 


Laundry Soap—Bars and Cakes. 
| Toilet Soaps 


Sunbrite ‘Hints’ 
Prove Popular 
with Housewives 


Chicago, July 8—Swift & Co. 
looked back this week on a highly 
successful year of building good 
will—and incidentally sales—of its 
|Sunbrite cleanser with a series of 
100-line advertisements featuring 
household hints. 

Started in newspapers a year ago, 
the series is appearing currently in 


The American Weekly and the roto-| 


gravure sections of metropolitan 
Sunday newspapers. Each ad, 50 
lines deep by 2 columns wide, de- 
votes half the space to an illustra- 
tion of the Sunbrite container and 
a logotype, and the other half to a 
“Household Hints” column which 
covers every phase of housekeeping 
from drying children’s tams on pie 
plates to preventing corrosion of 
metal salt shakers. 

Since Pearl Harbor, the hints 
have been slanted to suggest ways 
and means of tying the American 


kitchen in with the war effort, 
|ineluding appeals for collection of 
rubber, scrap metal and _ waste 
paper, and for war bonds and 


stamps. Recipes, formulas and run- 
of-pantry hints—as well as “Advice 


to the Love-Loons by Dorothy Fix” | 


go into the small ads. Mention 
of the safe, speedy action of Sun- 
brite cleanser is sandwiched in. 

An evidence of effectiveness of 


the unique ads is the 
submission of hints by women 
/readers. The company also placed 
a small notice in one ad offering a 
|}dollar for every contribution pub- 
‘lished, and received a flood of 
replies, which are still coming in. 

Needham, Louis and Brorby is 
the agency. 


GRANT GETS OLD DUTCH 
Chicago, July 8.—Grant Adver- 
tising, Inc., has been appointed to 
|handle advertising of Old Dutch 
cleanser, manufactured by the 
Cudahy Packing Company. Gene 
|Cooper, vice-president of the 
agency, is account executive. 
Present plans call for the use of 
network radio, color pages in maga- 
|zines, newspaper advertising and 
other promotional activity. 


Utilities Push Bond Sales 


| 
The natural gas companies serv- 


voluntary 


ing the Greater Pittsburgh area, 
including Peoples Natural Gas 
Company, Manufacturers Light & 


Heat Company and Equitable Gas 
| Company, have been donating 
|their regular newspaper advertising 


|space to promote the further sale 


|of war bonds and stamps. 


= =— 
‘Ungar to Fair Trade 

Joseph Ungar, former sales pro- 
|}motion manager of San-Nap-Pak 
Mfg. Company, New York, has 
| joined Fair Trade Merchandising, 
|Inc., New York, in charge of win- 
dow merchandising service promo- 
tion. 
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Gaustad Elected President Seven Sponsors 
Einar Gaustad, advertising man- 

ager, Jewett & Sherman, has been Expand to Full 

elected president of the Milwaukee 

Advertising Club, succeeding Hiram slats 

Hascall, D. W. Onan & Sons, Min- Facilities on CBS 

neapolis, who automatically re- New York, July 7—When Co- 

mains on the board as immediate lumbia Broadcasting System’s new 

past president. Other new officers 15 per cent discount rate goes into 

are Robert K. Drew, advertising aliens aant cece ot teeek seven 


manager, Milwaukee Journal, vice- i “sa 
president; Robert Brown, advertis- | Sponsors will have expanded their 


ing manager, First Wisconsin Na- | networks to the full lineup of 116 
tional Bank, secretary; and Gus stations. Latest sponsors to take 
Trester, advertising manager, Mil- | advantage of the new setup by 


waukee Gas Light Company, treas- 
urer. 


McGraw-Hill Issues 


using the entire network are Philip 
Morris & Co., Liggett & Myers To- 
bacco Company, Coca-Cola Com- 
pany and Armstrong Cork Com- 


Army-Navy Organ pany. Lever Brothers Company 

McGraw-Hill Publishing Com- and R. J. Reynolds Tobacco Com-~- 
pany, New York, has ‘released the | Pany already had adopted the dis- 
first copy of Wings to supervisory | count plan, while General Motors 


“Cheers From the Camps” was 
originally set up as a full network 
show. 

“The Philip Morris Playhouse,” 
'which is heard Fridays from 9 to 
9:30 p. m., EWT, with a rebroadcast 
at 11:30 p. m., will add 16 stations 
beginning July 17, and “Crime Doc- | 
tor,” aired Sundays from 8:30 to| 
8:55 p. m., EWT, with a rebroadcast | 

‘peer eace® ‘at 11 p. m., will jump from 70 to 
Waters Named Agency 116 outlets starting July 19. Both| 

Portage Draperies, New York, has | PTosrams are for Philip Morris) 

appointed Norman D. Waters & | Cigarets, through Biow Company. 


Associates, New York, to direct | Chesterfield, Coca-Cola Increase 
advertising for its tailored curtains. | 


workers in the aircraft industry. 
The 36-page monthly, carrying no 
advertising, aims to increase air- 
craft production through presenta- 
tion of advanced production meth- 
ods and new developments within 
the industry. 

Wings is published at the request 
of the Bureau of Aeronautics, 
United States Navy, and the Army 
air forces. 


’ 


“Glenn Miller and his orchestra, 
heard Tuesdays, Wednesdays and 
| Thursdays from 7:15 to 7:30 p. m., 
|EWT, with a rebroadcast at 11:15) 
p. m. for Chesterfield cigarets, will 
start using an additional 17 outlets 
July 15. Newell-Emmett Company | 
is the agency. 

“The Pause That Refreshes on 
| the Air,” for Coca-Cola, heard Sun- 
| days from 4:30 to 5 p. m., EWT, is 
|scheduled to expand its network 
from 109 to 116 stations starting 
| July 19. D’Arey Advertising Com- 
|pany directs the account. 
| Armstrong Cork Company, spon- 
sor of the half-hour dramatic series, 
“Theater of Today,” heard Satur- 
| days, 12 noon to 12:30 p. m. for 
Ni , | Quaker rugs, will expand from 105) 


“SS to 116 stations on July 15. 


X 


The first sponsor to contract for 
the full CBS net under the discount 
| plan was Lever Brothers Company 
|for its Swan show, “Tommy Riggs 
and Betty Lou,” heard Tuesdays 
| from 8:30 to 9 p. m., EWT. R. J. 
| Reynolds’ “Camel Caravan,” aired 
Fridays from 10 to 11 p. m., EWT, 


will add 11 CBS stations. G-M's 
|\“Cheers From the Camps” was 
|originally launched on the full 


| CBS lineup June 9. 


Duff's Expands Advertising 
for Dehydrated Mixes 


Advertising schedules on P. Duff 
& Sons’ molasses and cake mixes 
have been further increased for the 


x SSSR 


Some folks profess appreciation 
of Wagner or Verdi when really 
they're only bewildered. 


Today there are a lot of people 


th — third quarter because of wartime 
aneins the —— 7 i er sales increases 

minerals, yroteins ange carbohy- . . ses. 

drates, as ah heroes and “ret nil Schedules for July, August and 
in a life and death drama. Yet September include weekly inser- 
they would probably get off the tions in 102 daily newspapers from 
tune or go falsetto if you asked Kansas City to the Eastern sea- 


them to describe 
actors, 


these nutritional 


board, and thrice weekly spot an- 
/nouncements over 22 radio stations. 


Now it’s a hopeful omen just to | National magazines included are 
have people humming the nutri- | Good Housekeeping, Ladies’ Home 
—— tune They may ultimately |Journal, Woman’s Day and Wo- 
all in step with the rhythm and , > ; 
walk more surely along the road man’s Home Companion. Grocery 
to better health. And the food aa- |trade publications scheduled are 
vertiser who is keying his ad copy |Chain Store Age, Cooperative Mer- 
to the tempo of the dietetic drama chandiser, Food Field Reporter, 
is helping along this good work. Grocer Graphic, National Grocers 

But after all, you want to obtain Bulletin, Progressive Grocer and 
results as immediately and as Super Market Merchandising. W. 
fully as possible from your nutri- Earl Bothwell Advertising Agency, 
tion-tuned ads. Why not be sure, Pittsburgh, handles the account. 
then, that you strike the nutri- ; 

7. note within the hearing of = 

aife and Health's subscribers? \* ’ 

They've been educated steadiiy n, | wook’ Increases 
more than half a century on the 


Circulation Guarantee 


subject of healthful living and on 


the importance of food to good Effective with the Jan. 26, 1943, 
health. They're well acquainted issue, Look will step up its circula- 
— gr tee yoo VRaEES, oven tion ’ guarantee from 1,700,000 to 

jwougkn ese etetic actors > _— id ' . 
now “suddenty aon > . y nen | 2,000,000. Average net paid circus 
role. llation for the six-month period 
ending June 30, 1942, was esti- 

° mated at 2,075,000. 

Advertising rates will be in- 
ia A 12-page brochure giving the creased, effective Jan. 26, 1943. 
- principal facts and figures regard- |Space and multiple insertion dis- 
fre payne - oe aon counts on standard size units will 


— be continued. 
| Largest audited circulation ae 


ot any HEALTH Journs! ‘| APA Adds Weeklies 


ae on. - 4 American Press Association has 
Ff ile & ealth taken over from Roy Clippinger, 
+ - YY Ok ’ representation for the Greater 


Weeklies list of weekly newspapers, 
which he organized six years ago. 


DEPT A. TRHOMA PARK, WASHINGTON. oC 


ADVERTISING AGE 


Getting Personal _ 


| ieee 


It’s a good bartender who drinks his own concoctions: Karl Frost, 
of Harry M. Frost Co., Boston agency, served as a civilian member 
of a State Guard special recruiting commission. So thoroughly did 
he sell himself that he enlisted in the Guard. . . Donald Chadduck, 
export sales mgr. of Carter’s Ink Co., Cambridge, Mass., recently 
returned from an eight months’ tour of South America. . 

The stork struck twice in a week at KGO, San Francisco Blue 
outlet, bringing James Gilbert Patton, Jr., to KGO’s s.p. manager, 
and Lawrence James Martin to Don Martin, head of the station’s news 
bureau. . . 

Herbert W. Cruikshank, ass’t. gen. mgr. of Gannett Newspapers, 
has been appointed as associate member of the U. S. Naval aviation 
cadet selection board. This is no new stuff for Mr. Cruikshank, who 
was training in Scotland to become an RAF pilot when the Armistice 
came in 1918. The parents of Howard P. Volk, formerly with 
Thompson-Koch Co., Cincinnati agency, breathed a sigh of relief when 
word came that their son had arrived safely somewhere in the 
Pacific. They last heard from him in March. . . Orville von Gulker, 
advertising and sales mgr. of Okeene Milling Co., Okeene, Okla., has 


GOLF PARTY CELEBRATES CAMPAIGN 


Participants in the golf party at Chicago which recently celebrated a record- 
breaking sales campaign in Seagram's nine-state central division are, left to 
right, Jack C. Gafford, national advertising mgr., Chicago Sun; William R. 
Teece, central division mgr., Seagram Distillers Corp.; William N. Stice, Jr., of 
the Sun's national advertising staff; and Victor Fishel, Seagram's gen. sales mgr. 


been elected the Sooner State’s Junior Chamber of 
Commerce. . . 

Dean Ward, ad mgr. of the Daily Tribune, El Reno, Okla., has 
been elected secretary-treasurer of the local Lions Club. . . The 
Seattle Advertising and Sales Club has named Joe Hiddleston, sales 
manager of KIRO, to direct the Wednesday noon programs presented 
in Victory Square, Seattle’s bond-selling headquarters. . 

Another radio figure bounded into politics last week when Foster 
May, formerly news and special events editor of WOW, Omaha, 
resigned to seek the Democratic nomination for U. S. senator in the 
party primaries Aug. 11. . . Because the Los Angeles Optimist Club 
lacked an Australian representative for its United Nations Day, 
July 2, Dr. Ralph L. Power, radio agency man who has represented 
Macquarie’s Australia network for many years, agreed to pinch hit 
for the absent Anzac. . . 

William Hedges, NBC v.p. in charge of stations, added an in-law to 
the family circle 
recently when his 
elder daughter, 
Helen Saxby, be- 
came the bride of 
Donald Meredith 
Kidder. The wed- 
ding took place at 
Palmyra, Mo. . . 

William B. Okie, 
J. M. Mathes v.p., 


president of 


WARTIME CONVEYANCE 


used to keep a 
boat in Manhasset 
Bay, L. I, and 
often took his 
young son out sail- 
ing. Now W. B. 
Okie, Jr., display 


originator and re- 
cently the subject 
of a New Yorker 
profile, has re- 
turned to roost 
near the scene of 
these pleasant 
memories, having 
just bought himself a rambling “ranch house” home at Flower Hill. . . 

Harry Stone, gen. mgr. of WSM in Nashville, recently boarded his 
boat “Myalibi” and launched a scrap rubber campaign of his own. 
Probing 130 miles up the Cumberland River to Carthage, Tenn., 
he brought back over 500 lbs. of scrap rubber culled from out of 
the way places along the river banks that otherwise probably never 
would have joined Uncle Sam’s used rubber pile. . 

Guy C. Smith, exec. v.p. of Brooke, Smith, French & Dorrance, De- 
troit, will head a committee appointed by the Adcraft Club to direct 
all publicity for a fall War Chest drive in the Motor City. . . Stanley 
Whiteway, Sr., ad mgr. of Proctor & Schwartz, Inc., Philadelphia, is 
recovering satisfactorily from the arrival of Stanley Whiteway, Jr. . . 

Elizabeth V. Wilson, pres. of the Philadelphia Club of Advertising 
Women, will have to be excused if she’s a bit remiss in her official 
duties right now. Her engagement to Edwin Helms of Wanamaker’s 
has just been announced... 


Michie. Ree 


Monroe F. Dreher, pres. of the Newark agency which 
bears his name, roars up to the Rockefeller Center 
garage on his motorcycle. 


‘World-Herald’ 


July 13, 1942 


— 


Offers Scrap Plan 
to All Publishers 


Omaha, Neb., July 9.—Con) 
that the collection of scrap t 
and rubber is so important 
newspapers should get behin« the 
drive entirely aside from ad\ 
ing considerations, Henry D. 5+}, 
publisher of the Omaha World. jo,. 
ald, has inaugurated a state de 
scrap campaign offering $2.0 
war bonds in a county-by-c: inty 
contest, and backing up the rive 
with an editorial campaign and ‘5y,; 
full-page and three half-page aq- 
vertisements. 

The plan will in no way inte ‘ere 


with the advertising pub! heq 
through the Advertising Co. \¢jj. 
Mr. Doorly informed news; per 


|publishers throughout the cow try 
in a letter this week, in whic. he 
offered to supply complete de ails 
of the drive and proofs of the 
_ advertisements without charge, ind 
without any expectation of cred : to 
the World-Herald. 

In offering complete details of ‘he 
Nebraska drive, which will irt 
| July 13, Mr. Doorly said: “I « ig- 
| gest that in cities where there ire 
/several newspapers, collective c- 
tion would be much better for he 
nation. In Nebraska, through he 
state director of salvage, we re 
appealing to the smaller paprs, 
|farm journals and radio stations to 
| publicize this contest, even thouzh 
|} the name of our paper is not men- 
tioned by them. 

“Our sole purpose in this matter 
is to get scrap metal for the gov 
/ernment. It is essential that they 
should have it, and I hope the other 
| newspapers of the nation will see 
it as we do. WPB authorities in 
| Washington have endorsed this con- 
| test plan.” 


Hope Retains Lead 
‘in Hooper Ratings 


| Bob Hope took first place in the 
| June 30 Hooper national program 
|ratings with a coincidental rating 
of 29.5. 

Other national leaders were Fib- 
ber McGee, 26.9; Lux Radio Theater, 
21.8; The Aldrich Family, 21.4: 
Charlie McCarthy, 20.6; Walter 
Winchell, 20.0; Mr. District Attor- 
ney, 17.3; Fannie Brice, 17.1; Kay 
Kyser, 16.5; Eddie Cantor, 16.3; 
Kraft Music Hall, 15.6; Rudy Vallee, 
15.4; Take It or Leave It, 15.0; Fred 
Allen, 13.8 and Fitch Bandwagon, 
12.5. 


Ray Named NBC Rep 


| National Broadcasting Company 
‘has appointed Thomas M. Ray, Jr., 
as spot sales representative in San 
Francisco. 


| 
| 


Represented by Headley-Reed Co 
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Consair’ Bomber 
Campaign Breaks 
in (2 Key Cities 


Continued from Page 1) 


pute ly as fast as “many a pursuit 
ship 


An interesting footnote to the 


copy Ss a signed message from T. M. | 
Gird'er, chairman of Consair, ad- 
dressed to “the army of men and) 
women in the Consolidated plant,” 
with the theme, ‘‘We’re all partners 
today’ At the time the manufac- 
turer selected Young & Rubicam as 
advertising agency (ADVERTISING 


Ace, June 15), morale of employes 
was stressed as a major factor in 


the decision to advertise on a na- | 


tional scale. 

The first 
San Diego, in a plant city “‘some- 
where in Texas,” and in New York, 
Chicago, Philadelphia, Detroit, Los 


Angeles, Cleveland, Baltimore, St. Miller to CBS 


Louis, Boston, Pittsburgh, Washing- 
ton, and San Francisco. 


BELL AIRCRAFT 
TO START SERIES 


insertion appeared in | 


| 


| 


Buffalo, N. Y., July 9.—With a | 


promise of “planes of peace” for the 
future, Bell Aircraft Corporation 


will launch a new campaign next | 
month using color and black-and- | 


white copy in national magazines, 
business papers and export publi- 
cations. 

The drive will start with four- 
color pages in Fortune, Newsweek 
and Time, and other magazines may 
be added to the list later. 
color inserts will be employed in 
domestic aeronautical magazines, 
and black-and-white advertisements 


are scheduled for Canadian business | 


papers. Special copy using similar 


Four- | 


illustrations will be carried in such | 
South American publications as La | 
Hacienda, Reader’s Digest Spanish | 
and Portuguese editions, and others. | 


Art work for the new series will 
be done by Ben Stahl, Chicago 
artist, and the initial illustration 
pictures a night landing by a 
cannon-bearing Airacobra. Head- 
lined, “When Johnny Comes Flying 
Home,” copy points to the Army 
Airacobra as being generally consid- 
ered “the most deadly fighter plane 
on wings.” 

“We are looking forward to the 
day when Johnny will really come 
flying home, to find his place in a 
new world of peacetime aviation,” 
the ad continues. “Stepped up by 
the needs of war. we know America 
will have the benefits of the mass 
production of planes to carry on its 
commerce and travel in the skies. . . 
Johnny must have those future 
planes of peace, and when the time 
comes, we at Bell Aircraft will be 
doing our part not to let Johnny 
down.” 

Addison Vars, 
account. 


a5 


Inc., handles the 


Whose trade mark is this? 


If you'll write Collins, Miller 
& Hutchings, Inc., Photo- 
ngravers, 207 N. Michigan 
Ave.. or phone FRAnklin 
5854, we will tell you. 


WH Dontny comes Flying HOME 


Using both color and black-and-white, | advertisers 
Bell Aircraft Corp. will start anew maga- | 
business and 
paign with this copy in August issues. 


CAMPAIGN STARTER 


— 


Broadcasters Seek 
Showdown on AFM 
Transcription Ban 


(Continued from Page 1) 


Mr. Petrillo has stated that these 
companies may again be licensed if 
they give “an ironclad guarantee” 
that their records will not be played 
in juke boxes or over the air. Their 
spokesmen insist that they have for 
years expressly forbidden these uses 
on their labels, but have neither the 
legal right, nor the policing machin- 
ery, to enforce the provisions. 


pone 4 Local Stations Hit 


| By far the largest volume of radio 

advertising affected by the ruling is 
that placed by national and local 
in “participating” pro- 
grams and spot announcements on 
virtually every local station in the 
country. 


Cola 


week, 


wentras fre 


export paper cam- 


which 


Don 


quire, 
radio ; 
Broadcasting System in New York | "ame bands and library transcrip- 
|}as account executive. 


Fanaa Ny soda Rene! a8 broadcasters, a long period of stale- 
sales division oat Columbia | mate is predicted, one in which 


| Unless a compromise is reached 
| between the union and the various 
| groups and individuals among the 


Esther 


| tion orchestras would be deprived 


back on 


position. 


in 


officials 


station, 


lent of 


of recording employment, and one 
in which local stations 
“standard” 
popular music recorded during the 
last 15 years. 

Several 
paigns are continuing recording as 
usual, awaiting clarification of their 
The largest is the Coca- 
Cola Company’s “Singing Sam” pro- 
gram, sponsored by local bottlers on 
more than 175 stations 
before sugar rationing brought cur- 
tailment 


large 


and a 


transcription. 


some 
see no 
between this type of program, re- 
corded for broadcast once by each 
network 
since musicians receive the equiva- 
emplovment 
week: 
Pending a ruling on recordings for 
vne-time broadcasts, the Coca-Cola 
Company is continuing to wax pro- 
grams approximately a month ahead 
at the normal rate. 

Another classification hard hit by 
the ruling is the musical jingle, of 
Pepsi-Cola, 
Mall, Royal Crown Cola, and Lady 
are examples. 
has definitely banned this type of 
A number of adver- 
tisers are reported to be stepping up 
their recordings of this type of an- 
nouncement during the two weeks 


would fall! an adequate 


classical and 


spot radio cam- 


tions counsel 
staff of the 
New York. 
contributed to 
Vick. 


250 stations 


before the ban takes effect, to have 


months’ or a year’s campaign. 


Blewett to Ad Council 
Miss Evelyn Blewett, public rela- 
Vick Chemical 
Company, has been appointed to the 
Advertising Council, 
Her services are being 


Coca- 
distinction 


sections. 


program, 


five days a 
out of the year. 


Lifebuoy, Pall 


The union 


+ 
‘CoRR oo dhibbinss- si 
SE ae eens 


haw Target for Indust: 


juilll 


3 TO WIN THIS WAR, more 
and more billions are needed 
and needed fast—AT LEAST 
A BILLION DOLLARS A 

MONTH IN WAR BOND SALES 

ALONE! 

This means a minimum of 10 percent 

of the gross pay roll invested in War 

Bonds in tag plant, office, firm, and 

factory in the land. 

Best and quickest way to raise this 

money—and at the same time to “brake” 

inflation—is by stepping up the Pay- 

Roll War Savings Plan, having every 

company offer every worker the chance 

to buy MORE BONDS. 

Truly, in this War of Survival, 

VICTORY BEGINS AT THE PAY 

WINDOW. 


If your firm has already installed the 


More Dollars Per Man Per Month in the | 


DaDmrrrannrenaenenes Ree: 


PE 


Pay-Roll War Savings Plan, now is the 
time— 


1. 


2. 


To secure wider employee par- 
ticipation. 

To encourage employees to increase 
the amount of their allotments for 
Bonds, to an average of at least 10 
percent of earnings—because 
“token” payments will not win this 
war any more than “token” resis- 
tance will keep the enemy from 
our shores, our homes. 


If your firm has not ny installed 


the Pay-Roll War Savings P 
the time to do so. 


an, now is 
For full details, plus 


samples of result-getting literature and 
promotional helps, write, wire, or 
—— War Savings Staff, Section E, 


reasury Department, 


709 Twelfth 


Street NW., Washington, D. C. 


U. S. War Savings Bonds 


This space is a contribution to America's all-out war program by 


ADVERTISING AGE 


‘‘Cover-to-cover, the facts indi- 
cate itis one ofthe most USEFUL 
magazines in America today. 
Wherever you find it, you finda 
business man...we// informed."’ 
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July 13, 1942 


Display Men 
Pledge Support 


fo Bond Campaign 


(Picture on Page 35) 


St. Louis, July 7.—Details of a 
victory display plan to help sell one 
billion dollars’ worth of war bonds 
and stamps a month through U. S. 
retail stores were outlined here last 
week before more than 800 dele- 
gates to the annual convention of 
the International Association of 
Display Men. 

All other convention § business 
was subordinated to the display 
campaign now being launched from 
coast to coast under the guidance 
of Leslie S. Janes, national chair- 
man of the Victory Display Com- 
mittee and manager of store plan- 


ning and display for Sears, Roebuck | , 
| dencies. 


& Co. Assisting him and heading 


the Washington, D. C., Victory Dis-| 


producers, manufacturers and in- 
stallation men. 


View First Display 


Delegates were given a first-hand 
opportunity to view the plan in 
operation, with St. Louis stores 
preparing windows and other dis- 
play materials for the inauguration 
July 1 of the national “Retailers for 
Victory” campaign. Five window 
themes have been given official 
approval, starting with the figure 
of a soldier, bayonet in hand, and 
a large-type “Open Letter to 
Johnny ... who doesn’t work here 
any more.” The display pledges 
the wartime cooperation of folks at 
home through bond and stamp pur- 
chases. 

Major Benjamin H. Namm, na- 
tional chairman of the Retail Stores 
Advisory Committee, one of the 
principal convention speakers, 
urged retailers to do all in their 
power to promote war stamp and 
bond sales as a means of siphoning 
off excess and dangerous buying 
power to avoid inflationary ten- 
The board of directors of 
the Victory Display Committee 


play Committee office is Leslie K,| adopted a resolution pledging the 


Lear, who has the job of correlating 


government messages and the VDC| 


schedule. 

Committees have been organized 
in more than 400 cities, with more 
than 150,000 retail stores pledged 
to devote windows and other dis- 
plays to the bond and stamp drive 
for the duration, the convention 
was advised by Bert Johnston, vice- 
chairman of the committee and 
advertising manager of Kroger 
Grocery & Baking Company. 

More than two million windows 
from coast to coast have been 
pledged to show the displays, with 
definitely-timed themes appearing 
simultaneously and changing bi- 
weekly. Copies of the first themes 
have been released to advertisers, 


e if your originality and ideas are hampered by 
a local lack of type faces in suitable sizes, 
FOTOTYPE is a quick and happy solution! 

Set your own type without metal type 
FOTOTYPE gives you a choice of over 100 
MODERN FACES--boid, medium or light, in sizes 
from 14 to 96 point. 4,000 characters to each 
complete font. All at great saving of time and 
Cost--a Metropolitan “composing room” in your 
desk drawer! 

And so simple that your secretary or office boy 
can set your copy in chosen display faces like 
an expert compositor 

Makes perfect engraver's proofs for offset or 
tines. Now used extensively by hundreds of 
American concerns -.and Government bureaus. 


af Write for FOTOTYPE catalog 
WO METAL TYPE USED IN THIS AD! 


THE FOTOTYPE COMPANY 
625 W. WASHINGTON BLVD. CHICAGO 


| Fadam, 


full support of the retail industry’s 
display services to the government 
and its war effort. Carl V. Haecker, 


|assistant director of sales promo- 
tion, W. T. Grant Company, New 


York, is chairman of the board. 
Ray Parks, of Leavitt Stores, 
Inc., Manchester, N. H., was elected 
president of the IADM and J. F. 
Bronsing of Goldsmith's, Memphis, 
was elected vice-president. C. H. 
Lyon Tailoring Company, 
Cleveland, was named treasurer. 


Servel Moves Ad Dept.; 
Canniff Named Mar. 


The advertis- 
ing department 


of Servel, Inc., 
manufacturer of 
the Servel gas re- 
frigerators, has 
_ been transferred 
from New York 
to the factory at 
| Evansville, Ind. 
R. J. Canni ff, 
{sales promotion 
| manager of Ser- 
ivel since 1939, 
has been ap- 
pointed advertis- 
ing manager in 


R. J. Canniff 
| addition to his present duties, which 


he still retains. William Reynolds, 
New York, former advertising man- 
ager, has resigned. 

Batten, Barton, Durstine & Osborn 
will continue as the advertising| 
agency handling the Servel account. 


|[ohnson Named V. P. 


E. F. Johnson has been appointed | 
a vice-president of General Motors 
and group executive in charge of 
the recently organized Eastern Air- 
craft Division of GM and of the six 
divisions of the corporation in Day- 
ton, O. During the last two years 
Mr. Johnson has served in Wash- 
ngton with government war pro- 
luction agencies, and prior to that 
was in the employ of GM as assist- 
ant to the vice-president in charge 
of the parts and accessory divisions 
of the corporation. 


417 NORTH STATE - CHICAGO, ILL. 
TELEPHONE SUPERIOR 6716-7-8-9 
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EMOTIONAL APPEALS USED TO SELL WAR BONDS IN CHICAGO 


Or maybe + 
Pocky was 
“The dirty 


_ 
SOME PARTY — ¥f2ititiss | 
Ze RS 


ew’ 


Aad bchin 
Asmiless lik 


1.47. Gj ~ 


And sou a 
But 1 — just 


There's a ¢ 
A patch of 


More bom 
Seven t 


if there's & 
1 wish Joe 


Beth and | 
TU have 
Seems like 


There to here 


It's a stunk, 
Awful big 


The boss. 
I wonder i 


Like me 


More bom 
Maybe my 
Wooder * 


Will you © 


Lors oF7nke 


steaming, «rac 
— mat wonde 


through 
You... can 


Can you stop 


Bonds—and | 
clean this thin 
beck our men 
youcan s rape 
interest — you'r 
clean and than 
things again 


water 


RE 
of Chica 


Two of the advertisements in the war bond campaign being 


The sneakio’, creepio . dirty lice’ 


I kept domn off, and jerkin’ awake 
Funey eth bombs boomea 


About $30 long shadows 
And Beth meets me there 
Seo and clean streets 
Aad people sho smile 
Beth's punk and white, with « curl — 
Dark and soft—by ber ear 
You know 


Water I wooder where's water 


Joe hed a girl too— married her 
Whar's she got now? 


Not to know how tough it is 


Till they're sack at their guts 


Some party 
God . .. please 


Just a lathe’ 


there's a stepping of place to 


and pocketbooks (1/ we are) to smash this thing 


Stamps and Boods—good War Stamps and War 


was layin off wo the left — 


it Was just my Crazy cars 
mutienin — 
stant-evyed lice’ 


at a round hole im his hand. 
© 


rs crackio’ so steady 
wanted 0 sleep 


corner 00 Boul Mich — 
gress aad « little tree 


bers 


0 1 can't count ‘em. 


wer water again 
d move even « twitch 


—we ll be marned 

ater. wll be quiet 

just a step and « day 

but, how far goin’ back? 
in’ big war 

and I'd like Beth 


Kipper, Jakie, and Mel— 
f they're Sighting at home 


with Heimes and Japs 


bers but no roer 
crazy ears 


just a buzz 


hy I'm sleepy 
to go to sleep sn 


ase up the burt in my side? 


~_** 


DS AND MEN over there on the 
hling side of the earth—or where 
some new front 


t how we're straining our efforts 


you give Up something you want’ 


today io any retail store selling 


joan some more money to help 
g up? To hasten its end? To bring 

most of them? How aboot ail 
together —dedicated (at compound 
« lucky) wo making yourself feel 
kful and good all over’ Let's make 


“ 


« kid can meet a girl 
ws at 5:40. Dig down and buy 


today, will you? 


TAIL STORES 
go and Cook County 


paid for by the Chicago Retail Merchants Association. Writ- 


bk Boy tracks,” I used to say 


1d get home evenings — 

And everywhere | d look 

Id see “boy tracks. 

Not made by feet alway s—you know 
A kid s dirty little Gager prints 

Or & broken roy 

Traces of muddy pant-sears on a che 

Or my magazine torn up for wads 
Boy tracks,” I'd say 10 Marthe 

Everywhere I'd look they d be 


Bobby was 2 swell kid—good wo b 
Some boys you know forges 

Ob, be wurrned us some. not much 
Well—be hed a job 

Aad « girl we liked « lot 

Mother and I had #isvons of grand & 
Then came Pear! Harbor ond sod 
Bob was out over the Pacific 

We were scared—and proud 


The news almost hulled his mother 
We were up im his room when it cam: 
Funny we d he there 
Mother had just sand 
‘Ob dad, | do hope he's safe 

She was handling his old ball mon 


Bob was « Sox fan you know 


but we were 


1 never bgured why —1 led the Cubs 
But—well, the bell rang. and there w « 
1 don't think I cried 
Like somebody smashed my chest 
Hadn « any breath 

A little bird lit of the windowsill 
Thea | could hear Bob—a little shaver 
Piping a poem about a “birdie’s bull 
And now 


(00 stunned 


Look — mother and I want to win th: 
We re terribly earnest about being hone 
With ail the kids 
Making “boy tracks” in lead and flame 
To preserve this country of ours 
Bob's head was clear—he saw the pictu 
His letters said: “Either Hutter and the J. 
Will circte the earth with bases, or we » 
Don t be overconhdent 
Our enemies are puting 1m everyhrng 
We'll have to wo 
At home, you'll do all you can. won't 
Well, if was good enough for Bob to dic 
Mother and I will skimp and scrape for 


Bob—1 dido't tell you—did 17. 
Used almost all his pay to buy bonds 


*~_** 


Wr HOW ABOUT IT? Count « up —« 
you're doing to win the war. All you're doing 
flow food and munitions and strength to « 
men who are taking all the enemy can d 
out. It) all-out war Far away, sure. But or 
because men who hight are fronting for us H 


about geting down to bed-rock and loaning 


hilt to back them up? Go inte any rev 
«© and buy STAMPS AND BONDS (a: 


pound interest’) to assure our fighters tor cb 


4 your future for yourself. Right no* 
4 on the war, Will you? 


RETAIL STORES 
of Chicago and Cook County 


ten by Clyde Bedell, advertising manager of The Fair, and il'ustrated by Jim Sessions, they are deliberately designed to 


‘The Instructor’ 
Plans Nutrition 
Drive in Schools 


Dansville, N. Y., July 9.—A plan 
to enroll teachers in the national 
nutrition drive, getting them to sign 
pledges of cooperation and offering 
them booklets of both the govern- 
ment and private manufacturers for 
school use, was disclosed here this 
week by The Instructor. 

Paul V. McNutt, director of the 
Office of Defense Health and Wei- 
fare Services, has approved the 
suggestion that the magazine's 
teacher-readers use the booklet 
set-up to give nutrition instructions 
to an estimated 14 million boys and 


| girls in the grade schools whose ages 


= 


range from 7 to 16 years. An ad- 
vance overview of the plan carries 
a pledge to be signed by the indi- 
vidual teacher and a coupon which 
may be used in requesting charts 
and booklets—with the coupons to 
be forwarded to the respective gov- 
ernment offices and manufacturers. 
The coupon method, long used by 
The Instructor, is familiar to the 
educators. 

The drive will open with the 
September issue of the magazine, 
and manufacturers and associations 
already contacted have responded 
quickly with permission to list their 
educational material for schoolroom 
use, according to Helen M. Owen, 
editor. 


Forney to Army Ordnance 

John W. Forney, account execu- 
tive for Campbell-Mithun, Minne- 
apolis, has been loaned to Federal 
Cartridge Corporation, operator of 
the U. S. Army’s huge Twin City 
ordnance plant, for duty on the 
plant’s executive staff. Mr. Forney’s 
new duties include editing the 
“Twin Cities Ordnance News,” new 
employe newspaper, directing the 
“Keep ‘em Shooting” promotional 
program, and organizing employe 
relations work. 


Heads Litho Company 

Consolidated Lithographing Cor- 
poration, Brooklyn, N. Y., has 
elected Ralph D. Cole to succeed 
the late Jacob A. Voice as presi- 
dent. Mr. Voice’s son, Sidney P. 
Voice, was named chairman of the 
board. Henry A. Voice, another 
son, was elected first vice-president 
and Walter J. Ash was named a 
director. 


develop an emotional appeal. 


Emotional Appeal 
Put in Chicago's 
War Bond Copy 


Chicago, July 8.— While various 
methods have been worked out in 
various localities to handle retailers’ 
war bond and stamp advertising, 
the method developed by Chicago 
merchants, in which all over-all 
copy is placed and paid for by the 
Chicago Retail Merchants Associa- 
tion, an organization composed of 
members of smaller localized busi- 
ness organizations, and_ including 
every type of retailer except grocers 
and taverns, is one of the most un- 
usual. 

This organization has set up a 
war policies committee, with C. C. 
Bunker of Marshall Field & Co. as 
chairman of the publicity division, 
and subsequently set up an adver- 
tising directors’ committee under 
the chairmanship of Clyde Bedell, 
The Fair, to handle the actual pro- 
duction and placing of association 
war bond copy. 


In Area Newspapers 
The association itself is using 28 


insertions in the six local dailies, 


plus space in a dozen suburban 
papers, and the association is foot- 
ing all of the bills. Mr. Bedell, 
noted as an advertising analyst and 
an exponent of the methodical tech- 
nique in advertising, wrote all of 
the copy, which is deliberately 
phrased in emotional terms and 
written in blank verse. All of the 
advertisements follow a similar pat- 
tern—about half the space being 
devoted to a long panel illustration 
by Jim Sessions, noted illustrator 
who “sold his illustrations for the 
whole series for a song,” according 
to Mr. Bedell, and the other half to 
a slender panel of copy. Each ad- 
vertisement, according to Mr. Be- 
dell, has also been carefully de- 
signed to include a “second starting 
place” for the reader who hasn't 
time or interest enough to read the 
entire panel of type. 

The copy itself is intensely dra- 
matic and very highly localized, 
weaving a thread of sentiment be- 
tween the far-flung battlefields of 
the world and Boul Mich and other 
familiar spots in the Chicago scene. 
Blow-ups of the advertisements are 
being supplied to all retail stores. 


Gets Cocilana Account 


Cocilana, Inec., Brooklyn, has 


| appointed Al Paul Lefton Company 


New York, to direct advertising fo, 
|Cocilana cough nips. Distribution 
of the product has expanded t 
take in all of New England, New 
| York, Pennsylvania and south t 
| Washington, D. C. Fall promotior 
| will include newspapers and _ spot 
| radio, as well as sampling by uni- 
formed Cocilana girls. 


Schuebel Leaves Biow 
Regina Schuebel, radio directo: 
of Biow Company, New York, has 


resigned. She intends to take 
|month’s vacation before making 
future plans. No successor has 


been named as yet by Biow. 


HONO 


| 

SERVICE PLAQUES: 

Stimulate Public Interest, Boost | 

Morale with our skillfully east: 
VICTORY HONOR ROLLS 


| 
COSTS MODEST 


YOUR MEN 
IN THE Send for Illustrated 
Literature. 
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s{ Newspapers fo 
Carry Load in 
Cheese Campaign 


Chicago, July 9—A committee 
representing the dairy industry to- 
day sketched to ADVERTISING AGE 
the ndustry’s plans for a whirlwind 
pron otional campaign to merchan- 
dise cheese. The drive, which was 
anncunced exclusively in ADVER- 
qisinc AGE, July 6, will have as its 
packbone large-space insertions in 
61 newspapers of 49 cities. 

The campaign, slated for eight 
weeks’ duration, will get under way 
the last week in July, and will cul- 
minate in the observance of “Cheese 
a-Plenty Week” Aug. 8-15. The 
committee making the announce- 
ment has as its chairman G. L. 
Mooney, secretary of the National 
Cheese Institute. Committee mem- 
bers are Ralph E. Ammon, director 
of the Wisconsin department of 
agriculture; Owen M. Richards, 
general manager of the American 
Dairy Association; Wilbur Carlson, 
Kraft Cheese Company; and Bryce 
Landt, president of the Wisconsin 
Dairy Industries Association. 


J. Walter Thompson Named 


Besides the newspaper advertise- 
ments, radio time will be allotted to 
the campaign by cheese manufac- 
turers, Who will divert their radio 
programs to pushing the industry 
promotion of cheese, with no brand 
mention. It is expected that the 
radio phase of the promotion will 
last for three or four weeks. 

The committee also announced 
the appointment of J. Walter 
Thompson Company to direct ad- 


‘Report’ Section 


New York, July 9.—An enlarged 
trim and page size and a revamped 
format mark the July issue of The 
Atlantic, which went to subscribers 
this week. Typographically, the 85- 
year-old magazine follows its for- 
mer style closely, but columns are 
wider and the general appearance is 
more open. Paper stock has been 
changed also. 

Advertising page size has been 
increased from the former 5% x 
842 inches to 65 x 9% inches for 
run-of-the-book advertising, with 
a special section in front in which 

fs X 10% inches may be 
modated. Bleed size is 77, x 105% 
inches. 

Of particular interest is a new 
section to appear in the front of the 
book each month, known as “The 
Atlantic Report On _ the 
Today,” in which five divisions are 
included: European front; the Pa- 
cific war; Latin America; Washing- 
ton; and “the round table,” where 
spokesmen for labor, business, gov- 


the state of American industry, 
|present and future. Advertising in 
this special section is being sold at 
$700 for a black and white page, or 
$7,000 for 12 pages. Black and one 
color (standard blue or red) costs 
$50 additional, and full-color pages 
cost $1,000, or $10,000 for 12. 

The section is printed on a seven- 
| day schedule, permitting an up-to- 
\date review of the previous month, 
‘and advertising in it is expected to 
|consist primarily of public relations 
|copy of the industrial type. Adver- 
'tising rates for run-of-paper copy 
remain unchanged, despite the in- 
crease in page size, for the present. 


Size: Evolves New 


}in business 
accom- | 


World | 


ernment and the public will discuss | 


|surprising to 


| the 


Private Lines 


Employe morale has apparently 
become an important factor in the 
advertising of war _ contractors. 
Bendix Aviation Corporation’s new 
campaign, reported in the July 6 
issue of ADVERTISING AGE, takes into 


consideration the problem of secur- | 


ing and holding skilled workers. 
And when Hill & Knowlton, public 
relations counselor, recommended 


that Consolidated Aircraft Corpora- | 


tion begin a national advertising 


;}campaign through Young & Rubi- 


cam, they recognized the desire of 
aircraft workers to find employ- 
ment with a concern that would be 
“after victory.” 

BS o* me 

R. J. Reynolds Tobacco Company 
is expanding, rather than contract- 
ing its radio budget this summer. 
William Esty & Co. radio execu- 
tives reason that such war factors 
as gas rationing, train congestion, 
and WPB pleas for workers to 
stick at their jobs will keep people 


j}home this summer. 


ok bd ue 

Disappointing results from the 
rubber collection campaign are not 
Washington insiders. 
From the start they 
the drive as merely an excuse for 
delaying nation-wide gasoline ra- 
tioning as a tire conservation meas- 
ure. National gas rationing is still 
favored and the relatively small 
amount of rubber scrap poured into 
war machines will be used to 
demonstrate its necessity. Poli- 


| points 
looked upon | 


| be 


ticians will strive mightily to post- 
pone the day when every motorist 
will need a ration card until after 
the November elections. 


* * * 


post-war reconstruction is being 
mirrored in Congress. There are 
at least a couple of dozen agencies, 
departments and commissions, or 
parts thereof, already delving into 
the subject but Congress appears 
about ready to coordinate all such 
efforts in a single group. The House 
labor committee has already 
proved a bill to set up a 34-man 
commission in which all 
would be represented. Whether this 
proposal is enacted or not, passage 


of some bill this session is consid- | 


ered at least an even bet. 
* * * 


Reports in trade circles that all 


airmail service is to be discontinued | 


soon are discounted by Post Office 
and War Department officials. The 
Army has taken more than half of 
the mail planes, with the result 
that service to some intermediate 
has been discontinued, but 
major routes are being maintained. 
While it is possible that the Army 
will take over more planes, it is 
expected that airmail service 
tween major cities will be main- 
tained. Because each plane 


merly, delivery service is likely to 
slower on the receiving end. 


| campaign 
Industry’s pronounced interest in 


| greases. 
|good racket for 


ap- | 
|a pound for the butchers’ trouble. 
groups | 


now | 
carries a larger mail load than for- | 


'Use of special delivery stamps on 


airmail is more important than it 
used to be for that reason. 
* 2K ~ 

One of the fears entertained by 
officials of WPB’s Bureau of Indus- 
trial Conservation is that house- 
wives will be too patriotic about 
cooperating with the fats salvage 
already under way in 
newspapers, backed by a $500,000 
advertising drive. They are afraid 


\that many women will decline the 


four or five cents per pound which 
butchers will pay for waste fats and 
This could develop into a 
unscrupulous re- 
tailers who will get paid by rend- 
erers at the price which should be 
paid to housewives, plus one cent 


WPB's fear stems from the fact that 


few who have contributed their 
rubber scrap have sought payment. 
~ * * 


Recently the Office of Facts and 
Figures requested that the phrase 
‘Japanese war lords” be substituted 
for “Hirohito” in war guilt blasts by 
Americans, but OFF’s appeal seems 
to have had no effect. Advertisers, 
editors, broadcasters and even song 
writers are still using Hirohito as 
the symbol of Japanese infamy. 


be- | 


Send for our series of special 
war-timely folders contain- 
ing suggestions for present- 
ing your facts visually.Write 
on your business letterhead. 


*VISUALFACTS 


2 West 46th Street, N.Y.C. 


as vertising and publicitv for the brief . 
iny but brisk campaign. Amount of the Schneider Named Ad Mgr. * 
for fund appropriated to back the pro- | of The Arco Company 
: motion was not disclosed, but one| Charles Schneider, promotion in 
New dairy spokesman called it “very editor of the Cleveland Press and 


1 ti large. | director of its 
tior | Public Service 
spot ‘ | Bureau, has been 
i. Gebhardt Named President > meng — 

of Commercial Advertising 4 '"* Orec'er 

FE. A. Gebhardt has been elected | pany, Cleveland, 

president of Commercial Advertis- | manufacturer of m 
cto! ing Agency, Chi- | industrial, auto- 
has cago. Mr. Geb- | motive and spe- 
e hardt entered the |cial camouflage 1 
king advertising field | paints. 
has in 1906 as an art | Mr. Schneider 


apprentice with 


| began his news- 
Commercial’s 


paper career in 


_ predecessor com- | 1928 with the ; 
ES! pany. In addition | Memphis Press- Cherles Schasider 
Boost to his training |Scimitar, where he served suc- 
A n industrial art, | cessively as reporter, librarian, staff 
he saw service in photographer and feature writer. | 
mechanical pro- |\In 1934 Scripps-Howard transferred | 
duction, sales |him to the city staff of the Cleve- | 
promotion, mer- \land Press. After a brief period as | 
handising and feature writer, he was named dra- 


client service. E. A. Gebhardt 


For about eight 
years Mr. Gebhardt has been active 
in the Chicago Industrial Advertis- 
ers Association as chairman of vari- 
ous committees, then director and 
Vice-president in charge of pro- 
grams, at the same time serving on 


matic and movie critic. Since 1936, 
when he was named _ promotion 
editor, he has been in charge of the 
Press’ Public Service Bureau. 


McNally Elected V. P. 
of Hill Company 


NIAA committees. 


WEND 


NEW YORK’S STATION OF 
DISTINCTIVE FEATURES 


iw IO00 wars 


The unique position of WEVD 

na large section of Metro- 
Politan New York's radio audi- 
Me is evidenced by— 


Albert P. Hill 
Company, Pitts- 
burgh advertising 
agency, has an- 
nounced the 
election of James 
A. McNally as 
. vice - presi- 
dent and director 
of the company. | 
Mr. MeNally, | 
formerly an ac- 
count executive, 
has been con- 
nected with the 
James A. McNally Hill company for 
the past 17 years 
He is a graduate of Georgetown 
University, Washington, D. C. 


* 


CONSUMER MARKETS EDITION 


* 


BUSINESS PUBLICATIONS EDITION 


A 


Morton Joins CBS 


Arch Morton, formerly commer- 
cial manager of KIRO, Seattle, has 
been named assistant to Donald W. 
Thornburgh, vice-president of Co- 
lumbia Broadcasting System and 
general manager of the Columbia 
Pacific network. He replaces Wil- 
liam E. Forbes, who has become 
general manager of Station WCCO, 
Minneapolis and St. Paul. Mr. Mor- 
ton will be in charge of sales serv- 
ice in Los Angeles for coast-to-coast 
programs. 


) The feature boxes of news- 
radio program pages. 


S) The large number of 


“mous advertisers on the 
continuously year after 


Mh for Who's Who On WEVD” . . . 
sent on request. 


WEVD 


4-19 West 46th St., New York, N.Y. 
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War Restrictions 


Hit Advertising = 
in Australia | 


Motor Industry First 
to Be Hit; Others Map | 
Wartime Campaigns 


Chicago, July 3. — Long-delayed 
effects of the war upon advertising 
in Australia have more than made 
up for lost time and, as a conse- 
quence, the repercussions have been 
considerable, according to word re-| 
ceived here from Frank Goldberg, 
governing director of Goldberg Ad- | 
vertising, Sydney. 

Both Australian advertisers and | 
agencies were well warned months | 
ago by what had taken place in| 
England and by the influence of 
priorities upon markets in the| 
United States, but, said Mr. Gold- | 
berg, “there were still among us a} 
large group of wishful thinkers 
who were content to shrug their 
shoulders and remark curtly, ‘It 
can't happen here.’ ” 

That attitude was maintained by 
some in spite of repeated newsprint) 
rationing, the first line of attack 
in the anti-advertising campaign. 
Where daily newspapers are con- 


cerned, Australian supplies of | 
newsprint have been rationed by 
between 60 and 70 per cent. That 


caused little anxiety, however, since 
rates were increased at each ration- 
ing, and since expenditures broke 
fairly even, although space was 
proportionately smaller. Advertis- 
ing allocations remained stable, be- 
‘“ause many companies saw _ in 
advertising a means of combating 
the twin bogies of company and 
profit taxes. 


Motor Industry Hit 


“Needless to say, certain accounts 


fell by the wayside very early,” 
Mr. Goldberg recounted. “These 
were principally those associated 


with the motor industry, always a 
lavish investor in advertising.” The 
government's stringent rationing of 


sponsible. Without them, there was 
no demand for cars, added to which 
America’s lend-lease commitments 
Saw a curtailment in the production 


jone 
motor fuel and oil was largely re-| 


of new models even for home con- | 
sumption. Had exports to Aus-| 
tralia been possible, there was the 
question of shipping space to be 
considered. | 

One of the chief reasons for the 
collapse of the motor market, Mr. 
Goldberg suggested, was the gov- 
ernment’s desire during 1939-40 to 
conserve its dollar credit in the | 
U. S. A. for the purchase here of | 
necessary war equipment. Impor- | 
tation of British cars ceased with} 
conversion of England’s factories to | 
war production, and also was} 
largely influenced by the question 
of shipping space. 

Of the main motor fuel accounts, 
according to Mr. Goldberg, “Mobil- 
oil is the only one using anything | 


\like a reasonable proportion of its | 


pre-war space allotments.” These 
ads are institutional in character | 
and are based on early incidents in 
the company’s history. 


Down to “Trickle” 


“For some years past, both Dun- 
lop and Goodyear interests have 
been in command of the Australian 
tire market. Priority orders on the 
part of the Defense Department, as 
well as a general freezing of all 
existing tire stocks by the govern- 


ment, have practically reduced 
what were highly active national 


accounts to the merest trickle. Dun- 
lop is wisely maintaining a regular 
schedule of institutional advertise- 
ments based on the wartime job in 
which it is engaged,” he said. 
Undoubtedly the most dramatic 
happening of the war, as applied to 
advertising, was the  over-night 
cessation of all liquor advertising 
a ban which has meant the loss of 
thousands of pounds in revenue to 
agencies and publications. 
For several weeks before 
government regulation was 
nounced, Prime Minister Curtin 
made many public’ utterances 
against the growing popularity of 
drinking in hotels. Apart from the 
money which, he said, was being 
diverted from war loans and the 
purchase of war savings certifi- 
cates, there was the danger occa- 


the 
an- 


sioned by the gathering together of 
|large groups of men in crowded 
bars. The regulation, published 


March 16, stated explicitly that no 
“shall advertise or cause to be 
advertised” wine, spirits or beer. 
Since then hotel hours have been 
drastically reduced and the supply 
of beer has also been rationed. 
Owing to urgent representations 
}made by the liquor interests, the 
prohibition was amended somewhat 


lon April 20, when War Industry 
Minister Dedman said that National 
\Security Regulations prohibiting 


'the advertising of liquor would be 
jrelaxed to enable the preservation 
|of good will and trade names built 
}up in peace time. Advertisements 
}under the relaxed regulations are 
‘limited to references to trade 
| names, places of business, and the 
|name of the commodity, and must 
| contain no matter urging sale or 
| consumption. 


Tea and Tobacco 


“Apart from motor fuel and 
liquor rationing, Australian adver- 


SEND-OFF 


Frank Smith, general manager of Station 


KXYZ, Houston, bids farewell to Mar- 
jorie Hazelwood, star of the daily Lone 
Star Chain program, “Headlines from | 
Hollywood," as she leaves for a vacation | 
in the film capital. The holiday was ar- | 
ranged by KXYZ and the program spon- | 
sor, Gulf Brewing Co. Rogers-Gano Ad- 
vertising Agency handles the account. | 


tising circles have also felt the| 
effects of the necessary tea and| 
tobacco rationing,’ Mr. Goldberg | 


said. “The latter has been with us | 


for well over a year but the former | 
is new enough to be still a topic | 
of conversation in many house- 
holds. It is now obligatory, if one 
is a tea drinker, to register at the | 
grocer’s where a weekly ration of 
two ounces or a fortnightly ration 
of four ounces is made available. 
The extensive ‘Drink Tea’ campaign 
for so long a feature of Australian 
publications, has, as might be ex- 
pected, completely vanished, while 
independent brands are conspicuous | 
by their absence from the adver- 
tising columns.” 

Mr. Curtin’s outspoken admoni- 
tions against luxury spending have | 
given the cosmetic interests a lot 
to think about. So far, no official 
action has been taken by Canberra, 
but the manufacturers themselves 
have taken steps to forestall possi- 
ble demands. They have volun- 
teered to reduce production by 25 
per cent and to reduce advertising 
by 75 per cent of their 1940-41 
standards. For example, Colgate- 
Palmolive - Peet has canceled its 
most elaborate radio presentation, 
“Star-Parade,” and is concentrating 
current advertising on Cashmere 
Bouquet products. The theme has 
switched to a morale story. 

Also invoked by manufacturers 
are standardized packs and contain- 
ers, limited ranges of shades and 
products, and a considerable reduc- 
tion in promotional printed matter. 

Suggestions Drawn 

At a meeting called recently of 
representatives of the patent medi- 
cine interests 


held in Sydney, a 
committee was appointed to deal 
with the future of production 


and advertising. Recommendations 
made by this committee and passed 


on to the government will, in all 
probability, be tabled shortly as 
commonwealth regulations. The 


committee held that the continued 
manufacture of the usual range of 
advertised proprietary medicines 
is necessary from the standpoint of 


public health. It recommended 
packaging in two sizes only, and 
proposed that the total cost of 


advertising be reduced by 50 per 
cent, as compared with the year 
ending Dec. 31, 1941. 
The patent medicine industry has 
been one of the most active users 
of advertising, particularly in the 
radio field. Commercial radio sta- 
tions have considerably tightened 
up on the claims made by patent 
medicine advertisers and are now 
exerting a more rigid censorship. 
“Valiant efforts are being made 
by agencies to encourage clients 
whose factories are either executing 
government priority orders, or are 
switched to the production of muni- 
tions and armaments, to maintain 
good will by a constant ‘plugging’ 
of their brand names,” Mr. Gold- 
berg declared “The result is a 
fairly even flow of institutional and 
morale-building announcements ac- 
quainting the consumer public with 
the importance of the job such 
firms are now doing, and asking for 
tolerance and understanding, should 
supplies of civil commodities be 


The rates for this department are as follows: 


“Help Wanted,” “Positions Wanted,” “Representatives Wanted,” and 
“Representatives Available,” 30 cents a line, minimum charge $1. Terms 
cash with order. 

All other classifications (single insertion rates): % in., $2.75; 1 to 8 on, 
$4.75 per inch , 
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___ BUSINESS OPPORTUNITY i HELP WANTED 

Salesmanager Wanted: 

ial satiate ails : ina aias Growing concern seven years old 
WANTED ADVERTISING AGENCY to cated Central Illinois. A-1 rating 
it +E eee en pe jing over one-half million doll. vs 
share profits on syndicated ads and | worth of business annually. 

. : . . |Product sells to farmers. iy 
printed material in return for spec- farmer an annual prospect. Sa 

: : manager wanted who can train f 
ulating on art and copy costs. salesman — District managers — w P 

e790 ee re om forceful letters, prepare circul: s 
Box 3736, ADVERTISING AGE, Chgo.|phis is a full sales management 

Real opportunity for self starter d 
= = , er. n reply, include salar ° 
___ POSITIONS WANTED reed, ase. paleenln, ‘hela! « 
Advertising Salesman |weight, dependents, schooling, p.st 
Experienced trade paper space sales- | business connections: and tell us w! it 
man, also direct mail; capable speaker. | you have done; also recent snapsh t 
Box 3738, ADVERTISING AGE, Chgo. Write in strict confidence to 
Who needs a good FOOD Advertising | Box 3731, ADVERTISING AGE, ©} 
Manager? - 
Priorities cut my ob to nothing. 34 Business paper publishers want news 
years old. Eleven years successful editor to do rewrite and call on trae, 
record with national advertisers. Young man; good eo rade mayer 
Want to stop twiddlin’ my thumbs | &T "ewspaper editorial experience | s- 
and go to work. What is your offer? | Semtial; ability to typewrite. Send fill 
tox 3739, ADVERTISING AGE. Che details and salary expected. ‘ ; 
ee enemas tTISING AGE, ChBo. | 0° 3735, ADVERTISING AGE, N 
Production Manager—16 years as prac- | ———— 
tical Md tegen ars | typogxrapher, buyer | POSITIONS OPEN 
of offset printing, engravings, elec- | Chicago and Mid-West 
tros, mats, paper, ete. Also own and /|2 agey. copy-contact men. Major food 
operate new 14 x 18 photostat cam- adv. & marketing exp. $4000-8000 
era and dryer. Will go anywhere RADIO STATION—Program mer. $5250 
Box 3730, ADVERTISING AGE, Chgo. | COpYWRITER agey. exp. Creati 
ADVERTISING & PRODUCTION MAN- | write themes & execute, $4000. 
1A 
AGER. 20 years experience Capable | SALES PROM.—Young, sales & sa es 
executive. correspondence exp. $225. 
Box 3732, ADVERTISING AGE, N. Y. ; WOMEN 
EDITORIAL and/or PROMOTION | ‘ ony ag ay exp. package gouds 
Valuable combination: editorial, pro- | 2CCQUnS. he _ ry prere Sa 
motion, design, production back- oT — dee clerical 
ground. Author. College graduate, | POS!Uoens In adve sing. 
Inergetic worker. 25. Draft exempt. No obligation to register. 
Seeks permanent, creative position | Fred Masterson 
Box 3733, ADVERTISING AGE, Chego. | Sinclair-Masterson Personnel 
= : ~ a : 310 8S, Michignn Ave—Room 174% 
- AVAILABLE: AUGUST FIRS Chicazgo—HAR., 6003 
Printing and Lithographing Superin- | — — ~ 
tendent. Typographer and Creative | WANTED, SIGN AND DISPLAY MEN 
Layout Man. Modern but Practical, ‘an offer exclusive’ territory n 
Reproduction Expert. Production |commission basis for handling if 
Short Cuts. highly diversified line of silkscreen 
tox 3734, ADVERTISING AGE, Chgo. | processed signs and displays in glass, 
. wood, metal, cardboard, plastic and 
FOR SALE com iti boar refer se able 
mmposition board. Prefer those alle 
BUSINESS PAPER, Consistent money- |to make own drawings and sketches, 
maker Unopposed., Entirely debt- | Write. 
free. Exceptional opportunity. Dura-Products Miz. Co. 
Box 3727, ADVERTISING AGE, Chego. Canton, Ohio 
limited and difficult to obtain.” taxation has been paid, will un- 


A leading example is the General 
Motors campaign, encouraging mo- 
torists to consult dealers regularly |to the government in 


doubtedly leave a considerable ba!- 
ance which might well be loaned 
some ap- 


about the welfare of cars now! proved form. 
patriotically out of ‘commission. “On the other hand, a cessation 
Felt and Textiles of Australia Ltd., of advertising now will result in 
manufacturer of felt floor cover-| years of chaos once the war is over. 
ings, is advertising the fact that it| Advertising, even though it only 
now makes all kinds of felts for serves to remind consumers by the 
gun carriages, truck cabins, para- constant reiteration of a brand 
chute harness, airplane construc- | name, will pave the way for a re- 
tions, ete. Grey's ready - rubbed | turn to normal times. 
tobacco employs amusing jingles in| “As propaganda it will pave the 
its morale drive, such as: way for the many reforms which 
“The cheering for Hitler the coming of peace will rende! 
Grows littler and littler. necessary. It will prepare munition 
But the clamour for Grey’s and armament workers for a return 
Is no passing phase.” to their usual civil occupations 
Luxuries Are Out in, perhaps, those very avenues 0! 
, employment which _ brand - name 
“In order to meet an expenditure advertising has kept open. 
of £1,000,000 a day, the government, “But the resourcefulness of ad- 
quite rightly, is doing its utmost to vertising men is axiomatic. In 
divert every available penny to the spite of government restrictions. 
nation’s war effort,” Mr. Goldberg | jack of stocks, the ‘seller's market 
said. “The consumer, now CONn-| we hear so much about, and se:ious 
fronted by a higher rate of taxation | ctaff problems engendered by ‘il!- 
than ever before in Australia’s his- tary callups, we shall prevail. Ou 
tory, automatically finds himself) of the melting pot will evolve new 
unable to afford many of the so-| techniques, new and unusual rn dia 
called luxuries, should such lux- Copy will be more forceful, re 
uries still be available. The disap-| direct, shorn of flippancie nd 
pearance of such products as motor fripperies both of thought and 
cars, refrigerators, pianos and ex- expression. 
pensive and varied articles of per- “In the process, some may {. | >Y 
sonal adornment, is reflected by a|the way. That is inevitable se 
decrease in advertising. As a fur-| who remain will have been . 
ther embarrassment to advertising pered and strengthened by t! res 
are such compulsory measures as | of experience and better fit! n 


the prohibition against liquor pub- 
licity and the voluntary reductions 
made by cosmetic and patent medi- 
cine interests. 

“There is one school of thought 
which believes these measures of 
direct benefit to the government as 
it releases, at the fountain head, 
considerable sums of money pre- 
viously spent in advertising. Legis- 
lation limiting profits to four per 
cent of all capital employed, after 


consequence, to grapple wit! 
war problems.” 


ABC and ABP 


MONTREAL 
TORONTO 


WINNIPEG 


Published by JOHN WILLY, Inc. CHICAGO 
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. YOU ARE INVITED . 
t to view an exhibition of the actual col- 
ors and materials which entered into our ~ 
survey report on’‘COLOR ACCEPTANCE, 
Se Its Normal Demands and Wartime Lim- 
api itations.” This exhibit will be on display | 
2 between the hours of nine and five, 
a from July 13th to 17th, ot the General 
— Printing Ink Corporation Galleries, 100 | 
. "dagis Paaaoes os ee 
EAGLE PRINTING INK CO. 
DIVISION - GENERAL PRINTING INK CORP. 
100 SIXTH AVENUE, NEW YORK 
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Advertising in the 


Chipso Test Will 
Use Color Ads 
in Daily Comics 


New York, July 9.—Using two 


Test Stage 


jrials, plus the fact that Ralston, 
private label rolled oats, 
plentiful supply of two-pound rolled 
oat cartons available. 

Rather than wait for new 
specially designed dog food pack- 


»d four-color insertions wherever @8¢s, the rolled oat cartons were 
> sible, Procter & Gamble Com-| Pressed into service (with appro- 
pony will launch a series of 808- priate label changes, of course), 


and the 2%s-pound dog food pack- 
age therefore resulted from the 
\fact that the 2-pound 
package happened to hold 23% 
pounds of dog food when filled. 


SIMA TESTS IN EAST 


line test ads for Chipso, appearing 
on daily newspaper comic pages, 
bezinning late this month. 

\lthough there are over 100 papers 
now regularly offering this one- 
third page unit, P&G will confine 
its efforts to between 25 and 30 
dailies in as many cities located) New 
mostly in Ohio, Michigan and the |ever to appear in the East for Sima 
South. The new schedules are set hair beauty treatment was placed in 


up on a 13- and 26-time basis, and | the New York Daily News today by | 
The promo- | 


call for weekly insertions to be run|the Simarks Company. 
in combination with Chipso’s cur-| tion was in the nature of a test and 
rent 210-line comic strips. 

Last March Pepsodent Company of a full-fledged fall campaign. 
made similar tests in four news-| Sima was first introduced in the 
papers for its tooth powder. (Ap- |Chicago market about four years 
VERTISING AGE, March 16). The ago. Distribution is national but 
idea of offering advertisers R. O. P. outside of New York and Chicago is 
color units was initiated by a group |confined principally to beauty | 
of Chicago publishers’ representa-|salons. This week’s newspaper test, 
tives, working as an unofficial rep- ‘followi ing a period of several years’ 
resentative of the ANPA Bureau of | ‘intensive direct mail promotion, is 
Advertising. |part of an effort to expand the prod- | 


juct’s distribution into drug and de- 

START PURINA TEST. |partment stores. Further tests in| 
St. Louis, July 9—Newest vigor- | the Hartford and New Haven areas 
ous advertiser in the dog food field | 


are also contemplated later in the | 
is Ralston Purina Company, which 


/summer. 
is currently running a three-month; COPY recommended Sima for put- 
test campaign on Purina Dog Chow 


ting the ‘“‘glamour’’ back into curls 
in a number of cities scattered 


and for reviving “waning” per- 
about the country. Included in the |™@nent waves, and emphasized its 
test areas are Chicago, Milwaukee, “lanolin-rich formula which gets 
Philadelphia, St. Paul, Harrisburg, |#™#2ing results.” Donahue & Coe is 
Pa., and Madison, Wis., with humor- | 


the agency. 
ous drawings, featuring various | 


types of dogs, calling the product | PLUG MAKER TESTS 


“a thrift food dogs selected first IN BUSINESS PAPERS 

in free-choice feeding tests” and! Inglewood, Cal., July 7.—Univer- 

“not a wartime substitute.” |sal Microphone Company will 
Copy varies from 900 lines at the|shortly launch a preliminary test 

beginning of the drive to 420 and|campaign in radio and electrical 

200 lines for the follow-up adver-| business papers for its plugs. Al- 


tisements. Gardner Advertising | though the company is now unable 
Company is the agency. News-|to supply civilian customers, 
papers and radio are being used in| object of the drive will be to adver- 
all test cities. |tise plugs for use 
The dog food is a baked type of |:ions devices. 
product, and is advertised in a 2%-| The market includes government | 
pound package at 33 cents, with the| contractors and _ sub - contractors 
assertion that the package content| now eligible to buy the company’s 


“equals seven pounds of fresh meat} products. Ralph L. Power Agency, 
in food value.” An interesting side- | Los Angeles, directs the Universal 
light on the introduction of the! account. 


product is the fact that, according 
to reports, the 23,-pound package 
was dictated primarily by the diffi- 
culty of securing packaging mate- 


YOU CAN USE ONE 


in Summer Campaign 
California wine growers” and 
{lemon growers have joined in a 
cooperative campaign to 
/summer sales for wine and lemons. 


'D ff: the effect of 
0 R M 0 R E 0 F T H E S E | bog. a io haven 
'on summer lemon sales, and to 


| increase the warm weather market 
for California wines, the drive will 
be conducted by Wine Institute, 
representing California wine grow- 
ers, and by California Fruit Grow- 
ers Exchange, distributor of Sunkist 
lemons. 

The sugar shortage has resulted 


DONNELLEY 
SERVICES 


* Direct Mail Advertising 
Created and Produced 
* Dealer Help Campaigns 1 ctboailiis 
* Automobile Owner Lists Nevins Heads Co-op Group 
*Rated Consumer Lists .%; “iriuiand’ Cooperative Whole- 
* Addressing and Imprinting sy ee SP PRitional Cooperatives 
o C on t S t J u d g j n g Advertising and Sales Conference, 
*Premium Mailings 

*Sampling by Mail 


in a sharp decrease in warm 
weather use of drinks made with 
lemon juice and sweetened with 


sugar. The summer-long campaign 
will stress the fact that sweet des- 
sert wines used in lemonade elimi- 
nate the need for additional sweet- 
ening. Advertising will appear in 
| 153 newspapers in 95 major mar- 
kets. Posters, direct mail and point- 
of-sale displays will also be used. 


which held its first meeting in 
Plymouth, Wis., June 25-27, at the 
call of The Cooperative League and 
National Cooperatives, Inc., Chicago. 
Arthur Jensen, head of the adver- 
tising department of Consumers Co- 


erative Association, was elected 
The eon rinted ociation, was electe 
REUBEN H. DONNELLEY — 
Corporation Muscarell Promoted 
Raymond Muscarell has _ been 


350 . 22nd St. Chicago, Ill. 
E: 45th St. New York City 
121 Venice Bivd., Los Angeles; Cal. 


named assistant space 
G. M. Basford Company, 
He was formerly 
vartment. 


buyer of 
New York. 
in the media de- 


which does a substantial business in | 
had aj} 


and | 


rolled oats | 


York, July 8.—First copy | 


if successful will be made the basis | 


increase | 


| 


the 


to sell war bonds. While ad- 
'men may claim that a better job 
could be done for less money by 


in communica- | 


| the 


DEPARTMENT STORE ‘SEES NEW OPPORTUNITIES 
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a | )asy- 


YET SHES DONE A*FULL DAY'S’ SHOPPING! 


What You Wont 
kind at GENUNG’S 


Tus (swhaT che did 
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These two anger part of oak: s new institutional campaign 
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| GENUNG'S 


Shop at GENUNG'S and Save! 


(Advertising Age, July 6), highlight the suburban department 


store's chief objectives: to sell the establishment as a friendly place, and to discourage shoppers from hopping from spe- 


cialty store to s>ecialty store. 


Anti- Advertising 
Fears Allayed by 
Gevemunent Steps 


(Continued from Page 1) | 


statement before a joint Congres- | 
sional tax committee, outlining 
Bureau of Internal Revenue policy| 
on income tax deductions for adver- 
tising expenses and _= specifically 
mentioning goodwill and “keep the 
brand name alive” copy, was hailed | 
by advertising men as a step in the 
right direction. 

The Treasury, of course, has been 
heaviest user of advertising, 
albeit unpaid, as part of its effort 


buying space and time, the coopera- 
tion which the Treasury has been| 


| able to coax from advertisers and | 


media has played a major part "| 


\lifting sales to the present level— 


Wine, Lemon Growers Join | 


and most importantly, high Treas- | 
ury officials recognize this contribu- 
tion of advertising. 

The Bureau of Internal Revenue, 
having been assured that the tra- 
ditional test of “ordinary and 
necessary business expense” shall 
continue to be applied to tax de- 
ductions for advertising, has gone a 


step beyond by approving the de-| 
duction by newspapers of actual| 
production costs incurred in pub-| 


lishing newspaper-sponsored adver- 
tising in support of war _ bonds. 
While this statement mentioned 
only newspapers and _ bonds, it) 
seems reasonable to assume that 
production costs of other patriotic 
promotion contributed by media} 
will be treated similarly. 


WPB Calls on Admen 


The War Production Board, while | 
numerous of its curtailment orders 
have inevitably had an_ ultimate 
effect upon advertising, has already 
put advertising to work in its be- 
half through its Bureau of Indus- 
trial Conservation salvage cam- 
paigns. These drives are not only 
designed to help. solve pressing | 
problems but coincidentally add| 
revenue to hard-put media. 

The WPB printing and publish- 
ing branch, which looks after the 
material needs of the publishing 
industry, has fared surprisingly 
well in getting the industry neces- 


sary materials. While the de- 
mands of war may eventually 
necessitate restrictions which will | 


have a more serious effect on pub- 
lishers, WPB has shown that it re- 
gards publishing as a necessary 
industry. 

The Office of Price Administra- 
tion, until recently represented 
something of a paradox. Price Ad- 
ministrator Leon Henderson made 
one of the strongest pro-advertising 
statements yet spread on the record 


derson’s pronouncement. 


| with 
| putting advertising to work to help 


late last year when he addressed | ee Names Close 


the joint ANA-Four A’s meeting at. 
Hot Springs, Va., and yet various 
developments suggested that there 
were OPA officials in high places 
who did not feel, or at least did not 
act, in accordance with Mr. Hen- 


. R. Twining, new owner of the 
Bulletin, Blackfoot, Idaho, has an- 
nounced the appointment of George 
D. Close, Inc., San Francisco, as na- 
tional representative. 


Nacto Names O’ ‘Connell 


Nacto Cleaner Corporation, New 
York, has appointed R. T. O’Con- 
nell Company, New York, to direct 
advertising for its spot removers. 


Suggest New Outlook 


The consumers’ division particu- 
larly was regarded with suspicion 
in advertising circles, partially be- 
cause of personnel. This division, | 
however, has turned definitely in a | The F. T. al Said “NO” 
new direction through creation of | 
a Commercial Relations Branch, | 1,000 words, 

the express responsibility of relating to 


. to the use of 
terms, expressions 


status; official or 
make price control and rationing semi-official en- me ae at 
better understood. dorsement; medici- re 
These are but a few examples of nal qualities; | fps arc 
: eM : oner 
the type of thing that has been| origin; compose —— 
happening in Washington in the tion; he kg - | 
past few months. They suggest that CerEns GF cane; Gua> « voglaees | 
2 Spat . : ity; quantity; tes- 
perhaps the time has indeed arrived, | ‘ ine 
pie thames ih whee ant timonials; tests «.. . 8% in 
as one spokesman put it, when ad-| and comparisons. $8 pages 
vertising men should “quit shadow- | . , ; 
boxing and frightening themselves” | Harry Hibschman tells in this 


book how you can or cannot use 

these expressions. Listed alpha- 
betically for rapid finding. 

| Cheek your copy against this 

book—order copies at $1.00 each 

for your staff today! 


over the government's attitude to- | 
ward advertising. 


Relax Ban on 
Rubber Goods Ads 


The Canadian Wartime Prices and | 
Trade Board has granted retai]| Send me .......... copies of the 
| stores special permission to display) “Verboten” Dictionary. $.......... 
) and advertise summer footwear enclosed. . 
with crepe rubber or composition 
soles, including bathing and sport| Name ...............0ceeeceeeeees 
shoes. The ruling holds good for| ,, 
July and August only, and adver-| COMPANY .........-- eee eee eee eens 
tisers were requested not to use the Address 
| word “rubber” in copy. 


} Address ...-.sseesssessseesser - 


Book DEPARTMENT 


ADVERTISING PUBLICATIONS, INC. 


Previously, advertising of 
rubber goods whatsoever 
prohibited. The special authority | 
was granted to assist retailers in 
moving seasonal goods from shelves. 


any | 
had been | 


100 E. OH!I0o ST., CHICAGO 


PUBLIC RELATIONS MAN 
AVAILABLE 


Who is skilled in interpreting the policy, prod- 
uct and service of a company for the public's 
quick grasp and understanding. Has written 
and produced house organs for three large 
companies, is a student of labor problems and 
labor relations. Knows newspaper practice 
from actual work on large metropolitan daily. 
Has served successfully with two large adver- 
tising agencies. University graduate. Inquiries 
held strictly confidential. Available 30 days. 
Address: Box 3737, Advertising Age, Chicago. 
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Gum Is Production 
Expediter, Wrigley 
Tells Management 


Chicago, July 9.—Because smok- 
ing in war plants is verboten, 
because assembly-line jobs, despite 
the speed of production, tend to 
monotony, and because scientific 
tests prove production can be 
boosted when workers chew gum, 
the Wm. Wrigley Jr. Company is 
gradually swinging its advertising 
sights to rest on the industrial 
market. 

Already sponsoring a radio show 
aimed at the war worker market— 
Ben Bernie’s five-times-weekly pro- 
gram over CBS—the chewing gum 


maker is now talking over the 
workers’ shoulders to management. | 
In Collier’s for July 11, the maga- 


the company hailed its product as 
“a blessed trifle.” 
Monotonous work results in “false 


thirst,” according to the copy, and|ploye morale. 


the result is lost manhours when 
workers leave their machines to get 
a drink. When the worker chews 
gum, the thirst is relieved; “scien- 
tific tests show,” the copy continues, 
“it’s not ‘imagination’ when men 
straining over precision jobs say 
they feel less nerve tension—work 
more steadily and accurately—if 


’ 


they can chew.” 
Production Testimonials 


The Wrigley company can show 
an impressive list of letters from 


! 
production and personnel managers | 


telling how chewing gum helps to | 
relieve nervous tension; reduces 


‘zine’s “salute to industry” edition, | craving for cigarets in plants where 


smoking is prohibited; pares the 
‘number of unnecessary trips to the 
water fountain; and improves em- 
The results of this 
test have been incorporated in a 
| presentation for the Wrigley sales 
'staff. It concludes with the sugges- 
‘tion to management that workers 
receive from three to five sticks of 
gum a day, particularly during | 
‘lag periods when the worker needs | 
ja lift. 

The story of chewing gum as a 
|production expediter is being told | 
to management, besides the Collier’s | 


page, by spreads in Factory Ma@n- | period of 22 weeks. Young & Rubi-|sold by retail grocers in the 
agement and Maintenance and Mill | 


& Factory. Car card advertising is 
also shifted to the industrial theme. 


WCAU Names Oberfelder 


Ted Oberfelder has been ap- 
pointed sales promotion director of 
WCAU, Philadelphia. He succeeds 
Joseph T. Connolly who has been 
granted a leave of absence to be- 
come a lieutenant, j.g., in the Navy. 


Johnson & Johnson 
in New Spot Series 


Johnson & Johnson, New Bruns- 


wick, N. J., has launched a series | 
of spot announcements on 73 sta- | 


tions for its surgical dressings. | 
The one-minute transcriptions 
will average six-a-week for a 


cam is the agency. 


. 


Shangri-La... How to get there 
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Courtesy of Nation’s Business 


HANGRI-LA has appeared in the news several times lately. There have been 


some pretty apt references as to its location. The map above shows the 


business man’s version — on the Pacific Coast — where war production, buying 


power and payroll levels are at the highest peak in history. To get to this fabu- 


lous land by radio you must use Don Lee, the only network that reaches the 


10,000,000 people in these 325,000 square miles. Remember, more than 9 


out of every 10 Pacific Coast radio families live within 25 miles of a Don Lee 


station. You can’t reach all the radio homes in this 1200 mile strip any other 


way... a Hooper Survey proves this.* 


THOMAS S. LEE, PRESIDENT 
LEWIS ALLEN WEISS, VICE PRESIDENT, 
GENERAL MANAGER 


MUTUAL DON 


LEE BROADCASTING SYSTEM 


*For actual survey, write Wilbur Eickelberg, Gen. Sales Mar. 


DONLE E 


MELROSE AVENUE, HOLLYWOOD, CALIFORNIA 


———— 


St. Louis Study 
Shows Divergence 
in Dealer Stocks 


'Globe-Democrat' 
Makes Continuing 
Survey of Grocery Sales 


St. Louis, July 9.— One of ; 
most interesting situations which 
\aas already been revealed by the 
|continuing inventory audit of brands 


Louis metropolitan area, initial re. 
jsults of which are now being shown 
'to advertisers and agencies by 
Wilson W. Condict, St. Louis Globe- 
| Democrat national advertising m:n- 
ager, and other members of ‘he 
|national advertising staff, is the tre- 
/mendous discrepancy between veri- 
jous products in terms of dedler 
stocks. 

By contrasting the rate of move- 
ment of various grocery items across 
retailers’ counters with “the same 
retailers’ inventories of those prod- 
ucts, the Globe - Democrat has 
already been able to point out some 
amazing variations, and to indicate 
|danger points which require serious 
study. For example, the study, 
which has been in experimental op- 
jeration since the first of the year 
land has been operated on a com- 
plete basis since March, developed 
the fact that while grocers’ stocks of 
| the fastest-moving toilet soap brand 
\in the St. Louis area were sufficient 
jonly for 10 days’ operation, the 
same grocers, on the average, car- 
jried a stock of another brand of 
| toilet soap which, at present rates of 
|turnover, would be sufficient to last 
|for 169 months. 

In other words, this particular 
brand of soap was moving across 
‘dealers’ counters so slowly that the 
| supply now in the hands of St. Louis 
|retailers would last more than 12 
| years without the need for re-pur- 
chasing a single bar, unless some 
impetus were given to its sale, either 
\through promotional backing by the 
|manufacturer or retailer, or “dump- 
\ing” by the retailer at bargain 
| prices. 


A Continuing Study 


| The study being conducted on a 
\continuing basis by the St. Louis 
| Globe-Democrat follows the plan 
| originated in New York and oper- 
j}ated by Verne Brooks of the New 
| York World - Telegram. At present 
jabout 450 brands in 19 product 
\classifications are being checked, 
with extension into other lines 
planned as necessary. The checks 
are made in person by auditors who 
visit a carefully selected cross-sec- 
tion of metropolitan area grocery 
stores each week. They not only 
check the movement of merchan- 
dise, but they also check on whether 
merchandise is in sight, out of sight, 
accessible or inaccessible to the 
purchaser (in much the same man- 
ner originated by the A. C. Nielsen 
Company). In addition, the groc- 
ery sales records will be correlated 
|with dollar expenditures for radio, 
|magazine and newspaper advertis- 
|ing in the area. 

The St. Louis sample covers «p- 
|proximately 5.4 per cent of all re- 
tail grocery sales in the metropolitan 
|area as defined by the Bureau of the 
Census, and is reported to be unusu- 
ally valuable because chain store 
grocery sales represent a smaller 
|percentage of the total than in «ny 
other city of comparable size. 


Heath to Fiberglas 


Frederick Heath, Jr., 
sales manager of Colonial C'ays 
Company, Worcester, Mass., 85 
joined Owens-Corning Fibergl@s 
Company, Toledo, O. 
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2 Bi ay 13, 1942 ADVERTISING AGE 
WINDOW DISPLAY GETS OKAY 
MAGAZINE COPY BROUGHT TO LIFE 
he 
he 
ds 
St. PHOTO SERIES 
e- 
by Dorothy Lamour, Paramount's war bond super-saleswoman, approves one of the 
en window display designs of the Victory Display Committee. With her, left to 
n- Be hg se Ae ee right, are Leslie S. Janes, national committee chairman; D. D. Richards (seated), 
he Be ie, SO SS Sears, Roebuck & Co.; Maj. Benjamin H. Namm, chairman of the Retail Ad- 


Tying in with its dramatic full-page ad in Life, Stromberg-Carlson Telephone 
Mfg. Co. used this float in Rochester's war parade to portray the role that com- 
er munications play in modern battle. The background is a replica of Bataan's ter- 
rain, including one of the famous foxholes. 


Ss THE SHOW GOES ON—IN DEALER WINDOWS 


7 : 
ie 7 J ‘ 
' 20 °° O08 e q 
e y ok * Soe 
i 1 , : a 
ae 4 


Hall Brothers, Inc., is merchandising its sponsorship of “Meet Your Navy," service 

show which the greeting manufacturer will take on Aug. 21, with an elaborate 

line-up of point-of-sale material, of which this miniature stage is an important 
part. Henri, Hurst & McDonald, Chicago, is the agency. 


PAINT IN NEW PAPER "CANS" 
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Latest wartime conservation move of the Sherwin-Williams Co., Cleveland, is 
this “emergency container” for paints. Top and bottom are of alloy-coated 
black plate, sides of paper tubing lined with specially-impregnated paper. 


PUSH U. S., CANADIAN WAR BONDS 


10 Per Cent in War Bords 


4 eneOOY 
> PAYDAY, 


WAR SAVINGS 
STAMPS 


WEY Weer 


Hundreds of different spomsors have joined to post the 24-sheet panel, shown at 
wa - throughout the U. S. in support of the Treasury Department's drive to 
per 10 per cent of individual incomes in war bonds. Below is the poster 

Pearing throughout Canada in connection with the "Buy a Stamp a Day Dur- 
ing July” campaign, featuring retail stamp sales. (Story on Page 4.) 


Berween Tou ond the Rising Sun 


Charles Kerlee, Hollywood photographer 
who is now Lt. Kerlee of the U. S. Naval 
Reserve, as his last commercial job took 
the pictures which illustrate the current 
Boeing Airplane Co. series in national 
magazines. This ad appears in the July 
13 Life. N. W. Ayer & Son is the agency. 


OPENER 


NEW PARD,.:: 


another 


Using 1,000 lines, full color, Swift & Co. 
introduced its new dehydrated Pard to 
dog owners via This Week Magazine, 
and gravure sections of 10 Metropolitan 
Sunday Newspapers plus the Sunday 
Kansas City Star. Insertions also were 
used in Family Circle and Woman's Day. 
A natural color photograph dominates 
the illustrations and the paperboard 
package which displaced the former 
Pard tin container also is pictured. 
J. Walter Thompson Co. is the agency. 


CONSOLIDATED EDISON 'DIMS OUT' LIGHTED STORE WINDOW 


A new, simple method of wartime “dimming out’ of store windows to prevent glare and reflection is illustrated by these pic- 


tures, before and after use of a screen of black cotton netting which hangs from a wooden roller. 
Co. of New York has offered use of the method to department stores and merchants. 


visory Committee to the U. S. Treasury; Miss Lamour; Leslie K. Lear, director, 
Washington office of the display committee; and G. Ray Schaeffer, national 
chairman, Retailers for Victory Committee. (Story on Page 30.) 


DES MOINES BANK ADOPTS PHOTOMURALS 


oe 


pee 


eonos 


Central National Bank & Trust Co., Des Moines, emphasizes the war bond drive 

with the photographic panels pictured here. The center panel is 7 by 12 

feet high. The work was produced by Bruce Sifford studios of Minneapolis, R. J. 
Potts-Calkins & Holden is the agency. 


CHICAGO FOOD MEN HONOR MAXWELL 


At a recent special meeting where L. R. Maxwell, merchandising executive of 

Butler Brothers, Chicago, was given a life membership in the Chicago Association 

of Manufacturers’ Representatives, are (left to right) J. P. Canepa, president, 

Red Cross Macaroni Co.; P. S. Joyce, General Mills, former CAMR president; 

E. D. Johnson, R. B. Davis Sales Co.; Mr. Maxwell; and Ralph Keller, George A. 
Hormel Co., CAMR president. 


Consolidated Edison 
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and they advertise where people 


with SPOT BROADCASTING 


As soon as colds or sniffles start — from New 
York to San Francisco—Smith Brothers cover each mar- 
ket with Spot Broadcasting. Each year they use more of 
this powerful advertising medium, because they can hit 
fast when markets are ready, sell hard while conditions 


are right. 


Spot Broadcasting offers unrestricted choice of 
the best stations and of spots with ready-made audiences. 
It provides unlimited range of programs and of sched- 
ules. Because Spot Broadcasting has this complete flexi- 
bility it belongs in your present plans . . . to keep your ad- 
vertising fully abreast of today’s quick-changing conditions. 


Are your merchandising problems seasonal, or 
sectional? You can put Spot Broadcasting to work 


quickly in a single market or a dozen—next door or a 


eA new informative booklet, “Spot Broadcasting 
for Sales,” has been prepared for advertisers and 
their agencies. We shall be happy to send youa copy. 


are coughing... 


continent apart—to fit avy merchandising plan or terri- 
tory. Are your problems competitive? Spot Broadcasting 
backs up distributors in a way that gets their fullest co- 
operation—sells consumers as only Radio can sell them. 

Talk to a John Blair man right now. He knows 
Spot Broadcasting. He knows merchandising. He repre- 
sents many of the finest radio stations in the country. 
And he can get quick facts for you on any advertising 
or marketing problem you put up to him. 


*Spot Broadcasting is flexible radio advertising, whether 25 words or 
full-hour programs—planned and bought on a market-by-market basis. 
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EXCLUSIVELY REPRESENTING LEADING RADIO 
STATIONS THROUGHOUT THE UNITED STATES 


July 13, 1942 


pro 
offic 
Wh 
min 
of a 


© 
plat 
circ 


Pr eS ees oe cS Nea at eee eee oy tie, eat Sie, Ee Aint ; ps Re ig PTE 4 A aie zy! Bre NS an be bed Ale se s a ee eee i j ea Bg i, ral r : : r Ly"? 
Re Wee .. NS fe rhs a is aah hs, ky Gea. a Rhy et eG ie : , out 7 es s Sy Ji ‘ he as ; bi eee ey at Manet t $i — pe yc a aa  e ae te ott i % jan od 

Galbbes Deh, #5 ap las ce . , Aas 1 fl eis Saget : pee 2 Ne a3 - oe +4 Pp awen oe : ; . Sy ne ¢ : : . ee 
wade he 
ie Oe 
ae 
ao 36 ADVERTISING AGE ro 
(napa a by Ss P 7 s : “3 en: : es - sh et E Pe : 4 : io : 

—— i 1 / ) \ vo! 
: a ae o> , 4 *: 7 
a e- , ogg 4 / - ®t = 
7 Smith Brothers “Sal R 
Pp ia — (aie. O 
pe 2.0 % ‘ Ls e ¥ : i’ a sure 
a Raq SH - ~~ —- “ae i 
Cae 2, = co . 6 ~~ — > Ma) 
af Ps, we Agas , & of gure 
» Q 4 = 
— i * 4 . “} 
: 8) & f way 
Z ‘ char 
: @ ‘ a 
‘ ; } othe 
' ce : y adv 

: o —“s oa : : 
<* , 4 za : - » A ; f ona . : G 
Be : 7 4 by : . : . ¢. : oe F- os . says 

a 7 a _ J coma : : ' * - | 2 ‘1 3 
_ : ae 7 —“@ “S » eo —— : ae | hast 
we ey 4 ~~. = i J F ' 4 
wees. ae es eee oe a a : sa - - ahi 
ere ryan aos oe eo a : «il Oa ack . > te, a ae on 
es ' Se ee Se. 2 a : : 4 ae 3 — ie “ 
a , a eed eae ee " iy ‘ ~ m | aa ee ss. a diet 
| oie ae 5 , ce ; Paha y _— gest 
Me a ae ae se 7. ee ae ‘ , = ae eS ma) 
’ Pan <i” esl" ili ce _ @ cin _— — = > ert is. of 
-§ 7 a : —. wee ey 3 \ Sa r atc eo a com 
=o lie a 5 il . v ‘ . b ee a , + : ‘ 
chili a tne % ...% “ a ; , 
2 a * = fh — eS ; or — ; iy a \ a 7 ia : * a q . . T 
“ foe ee ee eae a se 7 “4 4 
ae | a _ ee: ee aver ic he : el tele 
“3 3 -t ee rs ny ee : bet i" Ng an : Bosc a4 cee a Se 2 7 sd Pa” , As ” oth ogee: : a : 2 j oa 7 - A 7 ; : ; ae ae aes + art . 
si < ‘ : ; rece 
; » . ; on . wt = % 
if . » " | 
* ee 
om | Wa 
oo he 
ee of i 
FP 
: pea : rea 
tne can 
i alee fine 
ae eve 
etn to | 
Se od 
mil 
Mis : of 
Od dar 
an 
rer 
<a un 
he. yo 

4 fris 
ae 
eae od ‘ 
coe che 

its 
Tate tis 
ae iq a te SU, 
7 THE VALUE 
os, OF INFORMATION - 
MEASURED BY ITS ~e 
» RELIABLY" 9 in! 
. — eZ als 
r ve 
| Pe 
R | 
_ HASTiyg |) 

q 5 for / Ja 
°* 4 / In 
ee ALES n 
Cie : 

a This advertisement appears also in Fortune Magazine—June, 1942 
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